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WOMAN ey 


1.750.000, 


The women who buy WOMAN’S WEEKLY— 

to say nothing of the millions more who read it —are a 
waiting market for national advertising. 
WOMAN’S WEEKLY readers are mostly married 


women with family responsibilities. > io ae 
Nowhere will you find a medium that repays A el a “ 
your advertising pound with so much interest. a 7 pug 


Nowhere will you find a mass circulation 
weekly with such a low rate per page per 
1,000 copies sold . . . less than 7/- 


he. 


j ane Pp busticaTion 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., FARRINGDON STREET, LONDON, E.C.4* CENTRAL 8080 
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Old Ben appeal 


Sin,-Newspaper offices are 
responsible for the contents of 
one’s favourite newspaper and 
for printing it, but none of us 
should forget the part played by 
the newsagents, who io fair 
weather or foul ensure the ap- 
pearance of that newspaper on 
the breakfast table 

For more than a century the 
Newsvendors’ Benevolent and 
Provident Institution which we 
all know affectionately as “Old 
Ben,” has been a constant source 
of comfort to the men and women 
who carry on the exacting work 
of distributing the nation’s news 
papers and periodicals. Relief is 
generously given to those who 
without the help of “Old Ben” 
would suffer real hardship and 
distress The needy, the sick, 
the aged and the dependents of 
those who have fallen upon ill 
times all are cared for 

As 1952 Festival Chairman of 
“Old Ben” | do earnestly appeal 
to everyone connected with the 
publishing industry to give genu- 
erously to this most deserving of 
charities. Donations should be 
forwarded to me at the News- 
vendors’ Institution, Memorial 
Hall Buildings, London, E.C.4. 

LioneL Berry 
1952 Festival Chairman, The 
Newsvendors’ Benevolent and 
Provident Institution 


Guinness posters 


Sim,—-Might | be permitted to 
express an opinion on 
Guinness poster illustrated in 
your issue of October 16, 

When this “upside down” 
method of advertising was first 
introduced by Guinness it was 
funny Now it has become a 
pain in the neck. It annoys me 
every time I see itso much s0 
that | have neither the time nor 
patience to Unravel its meaning 

BrARE. 
19 Rockingham Road, 
Mannamead. sae 


To The Editor.. 


Flights of fancy 

Sin.—in these days of expand 
ing aviation, it is touching to 
observe how frequently adver 
tisers require the services of lay- 
out men and copywriters with a 
superman-capacity to defy 
gravity and It is never stated 
at exactly what height one must 
fly in order to qualify as “top 
flight,” but presumably the strato- 
sphere would do where, I under- 
stand, the atmosphere is, appro 
priately enough, extremely rari- 
fied? Personally, however, | 
must admit to being thoroughly 
air-sick of these flights of fancy 
and | suggest that the advertisers 
concerned should come down to 


earth. 

PF. G. Hearne 
23 Fitzroy Square, 
London, W.1. 

Medical men in 
municipal service 
Sin,—in your interesting and 

informative special article on the 
medical, nursing and pharma- 
ceutical press (October 23) your 
contributor suggested that The 
Medical Officer has a particular 
connection with the hospitals. 
As its founder and editor since 
1908 1 would point out that in 
fact The Medical Officer is the 
only medical weekly which is 
specifically devoted to the in 
terests of the Public Health 
Service, that is, medical officers 
of health, school medica! officers 
and those engaged in maternity 
and child welfare, food hygiene, 
post health and social aspects of 
tuberculosis. The only types of 
hospital with which it is at a'l 


concerned are the infectious dis- 
ease hospitals and tuberculosis 
sanatoria. Health visitors, home 
nurses, midwives and sanitary 
inspectors are also members of 
the public health department 
team 
A point of interest to your 
readers is that the loca! authori- 
ties which employ medical officers 
of health and their colleagues 
are still independent buyers of 
medical and nursing supplies and 
nutrient foodstuffs, not being 
governed by the regulations which 
cover the general medica! services 
in respect of N.H.S. prescrio- 
hlons 
GeorGce ELLISTON 
The Medical Officer. 


IN THIS ISSUE— 
Howard Wadman seeks ideas for 
the imaginary Frujade campaign 

—page 300. 
NEXT WEEK: A case history of 
LCA. advertising. 


P ° 
The growth in 
ethical advertising 

Sin,—-Your Survey of the 
Medical Press (October 23) may 
be read by some to imply that the 
sale of “patent medicines” has 
suffered through the introduction 
of the Health Service, My firm 
handles a number of these 
accounts. I know the sales figures 
of several more. In no single 
case do the figures show a decline 
which can rightly be attributed 
to the N.H.S. On the contrary, 
the most sensational success in 
the whole history of pateat 


TWENTY-FIVE YEARS AGO 


November, 1927 


It was estimated that advertisers 
had given £32,000 worth of space 
for Poppy Day publicity. 

* * . 

Lord Beaverbrook announced 
that he had no intention of selling 
the Evening Standard. 

* * * 

Lambert & Butler introduced a 
new type Waverly cigarette—12 for 
6d.—with a new mouthpiece in the 
form of a filter tip. 

* *. om 

The Evening News, enlarged to 
16 pages, introduced new ad. spaces 
including a whole triple column 
space at £4 10s. per single column 
inch. 

* * * 

Lloyd George spoke at a luncheon 

meeting of the wych Club. 


Decca advertising went to 
Osborne, Royds & Co., Lid. 
* * * 

The People was published in a 
new type face—lonic No. 5. 
- * * 

Dublin City Commissioners an- 
nounced that no further outdoor 
electric signs would be allowed on 
the main thoroughfares of the city. 

* . * 


Noel L. Godber resigned as a 
director ¢ David | Alen & aa 


neal Pritchard, director 
of Pritchard & Partners Ltd., in a 
series of articles in ADVERTISER'S 
WeexLy, discussed a zone plan for 
marketing—-a scheme for splitting 
the U.K. into fifteen chief market- 
ing arcas. 
* * 
Imperial Agency took over the 
advertising for Booth’s Gin. 


medicines anywhere in the world 
has been achieved since the intro- 
duction of the N.HLS. 

The growth in “ethical” adver- 
tising, when examined, is due to 
the tremendous development in 
new drugs and not to any 
encouragement held out by the 
N.H.S, The latest tendencies of 
the N.H.S. represent a serious 
threat to even the most highly 
ethical of proprietaries. The 
Ministry of Health list of medi- 
cines advertised to the public led, 
if anything, to an increase in the 
prescription of unbranded medi- 
cines, not to an increase of lines 
advertised only ethically. 

Now “ethicals” are threatensd 
with a price control on a cost- 
plus basis which will allow much 
too little for research and prac- 
tically nothing for advertising 
“detail” work and, generally, the 
propaganda essential to the intro- 
duction of such lines. 

Eric Frevp. 
Joint Governing Director, 
Erwoods Ltd. 


Poster ban is 
deprecated 


Sin,—As a regular reader of 
ADVERTISER'S WEEKLY and one 
keenly interested in advertising 
and publicity, I would like to 
register a protest against the 
action of the British Poster Ad- 
vertising Association in banning 
temperance posters. 

This interference is to be 
deprecated and is a definite chal- 
lenge to all who include poster 
displays in their regular advertis- 
ing schemes. This matter will be 
taken up in several quarters but 
before any developments take 
place I appeal to the B.P.A.A. 
to reconsider their views. 


M. J. Smrrn. 
2 Lyttelton Road, Liverpool, 17. 


Peer 


MORE LETTERS 
page 294 
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ORFOLK STUDIO: 


24,BRIDE LANE, LONDON, E.C.4. Tel. CENTRAL 3172 
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< Woman's OWN worKs A 
SEVEN DAY WEEK WITH OVER 
1,750,000 WOMEN FOR UNDER 

» 16/- A PAGE A THOUSAND! 
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LIKE BRITISH GOODS 


Give Canadians the opportunity ot buying 
your product tell them what vou have 
and where they can get i and you will 
find that Canada’s traditional respect for 
British quality and workmanship still a 
major reason why Canadians lik« and 
buy British good 


Tell them what you have to offer through 
the advertising columns of Canadian daily 
newspapers, the acknowledged spearhead of 
any advertising camy nin this 1 et of 


great distances where Canadiar ining 
and spending more tox th hefore 
in history 


The Southam Newspaper: reach 
1,500,000 Canadians every pul ng day in 
the Provinces of Ontario, Man yerta, 
and British Columbia. Copi f these 
newspapers together with ful! int ation 
about the markets served plied 
by F. A. Smyth, British Repr itive of 
Southam Newspapers anada at 34/40 
Ludgate Hill, London, E.C.4 \rite, or 
phone City 2784. 


THE SOUTHAM NEWSPAPERS OF CANADA 


The Ottawa Citizen : The Hamilton Spectator 
The Winnipeg Tribune . The Medicine Hat News 
The Calgary Herald ’ The Edmonton Journal 


The Vancouver Province 


REACH OVER 1,500,000 CANADIANS EACH PUBLISHING DAY 
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Belfast 
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STOCK EXCHANGE 
T ‘er 
PUBLICITY 
DRIVE OPENS 
Introducing an educational 
film strip showing how the Stock 
Exchange works, on Tuesday, 
John B. Braithwaite, chairman of 
the Stock Exchange, said: “This 
is just a beginning. We have a 
lot more work to do along these 
lines. | am sure this is a step in 

the right direction.” 

The strip, prepared especially 
for children between the ages of 
10 and 18, has been produced by 
Unicorn Head Visual Aids Ltd. 
in co-operation with the national 
committee for Visual Aids ‘np 
Education and the J. Walter 
Thompson Co., Ltd 

Another step in Stock Ex 
change publicity is the publica- 
tion in the next few days of a 
second edition of “Questions and 
Answers.” This was origina.ly 
published just before the last 
General Election and contains 
twenty questions and answers on 
the Stock Exchange. 

NEW BEER 

A new draught strong ale is 
being introduced by Mann, Cross- 
man & Paulin Ltd. next week. 
It will be known as Dragon Ale 
and will retail at 2s. a pint (public 
bar price). 

Showcards and window bills 
are being distributed. The agents 
are Everetts Advertising Ltd. 


They voted for 
Eisenhower, too 


Ike and Adlai “favours” were 
distributed together with literature 
explaining the “mysteries” of the 
American electoral system at an 
Election Ball staged by the 
Regent Advertising Club at the 


Opinion surveys in the American 
presidential election will be dis- 
cussed in mext week's GUEST 
COLUMN by Dr. Heary Durant, 
of the British Institute ‘of Public 


and Market Research. 


Royal Hotel, Woburn Place. on 
Tuesday evening. 

There was a ballot box for 
dancers to record their votes and 
American square dancing was 
also on the programme 


Newspaper Society scheme starts 


‘More ads. for local 


press’ campaign 


The Newspaper Society has 
issued to its members a series 
of advertisements to “advertise 
advertising” in local news- 
papers. This development is a 
move in their campaign to win 
increased advertising support 
for the provincial press. 

A small-scale trial campaign, 
its results will be closely assessed 
as a guide to the Society in 
developing this service to mem- 
bers 

Designed in small sizes, the 
series consists of ten advertise- 
ments, each aimed at either local 
traders or national advertisers. 
Local traders are reminded that 
“This is your paper—your cus- 
tomers read it too,” and other 
advertisements stress the national 
value of local newspaper adver- 
tising. 

Stereos or matrices are avail- 
able to members for use in their 
own columns and the Newspaper 
Society hope that they will be 
widely used. 


A Premier speaks 
Lord Brookeborough, Prime 
Minister of Northern Ireland, 
will be the speaker at the Publi- 
city Club of London on Monday 
His subject will be “Ulster To- 
day and To-morrow.” 


Two examples from the 
new ad. series for 
local papers 


successful advertisers 
know that 


LOCAL NEWSPAPER 

ADVERTISING 1s 
NATIONAL 
ADVERTISING 

at its best 


BUSINESS 
EXPANDING 


O YES. Splendid. Exploit it. 
Success builds success. 
Advertise in this poper 


Q NO!’ Whynot? It con be 
done. Ask the Advertisement 
Manager to tel! you about local 
newspaper advertising 


This is YOUR paper— 
YOUR customers read it too 


terdene use 


Ad. campaign 


for rayon 


Sir William Palmer, chair- 
man, speaking at the annual: 
meeting of the British Rayon: 
:and Synthetic Fibres Federa 
:tion yesterday (Wednesday) 
: said: 

: “The Federation is organis- 

ting a large-scale advertising? 
; campaign to reach its climax: 
: in the spring of 1953, to bring: 
3 the merits of rayon still more ; 

: forcibly to the minds of the > 
: : public, Use will be made of? 
:the national, fashion, and: 
: trade press, together with? 
: posters and advertisements in? 
*‘buse s  and_ underground: 
trains.” 

, are Dudley Turner 
& Vincent Lid. 

@ See Stop Press 


PPrrrer trite 
MPPPTTT TTT tt 


goceeocoocoscoos 
teeeeeeeeeee 


eeeeee 


To advertise 
after 70 years jj 


m. Morton & Co., Ltd., the 
largest Scottish lace manufac 
turers, who have been in business 
for over 70 years and who have 
never before advertised, have 
appointed Paul E. Derrick Lid 
as agents. 


Big textile account. 
moves to J.W.T. 


The J. Walter Thompson Co 
Ltd., are to take over the account 
of the David Whitehead Group 
(textile firms) from January | 
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Traders may tackle Newspaper Society on 


How direct mail 
can help small 
printers 


Postal advertising, uf used dis 
criminately, is the best form of 
advertising for the smal! printer, 
M. Madden. director, The Do! 
phin Press, Brighton, stated at 
the annual week-end conferencc 
of the Home Counties Master 
Printers’ Alliance 

The master printer should keep 
himself free from routine and b 
ready to answer calls produced 
advertising, said M 


Val Curtis, managing director 
WwW. W. Curtis Lid. Coventry 
thought that advertising and se!! 
ing aids should be used to do the 

hard digging” of selling prin’ 
All salesmen should receive J 
course of instruction in printing 
techniques, should serve a period 
n the works, and should receive 
some training in working out 
estimates 


Paging is now 
ration basi 


Newspapers are limited on a 
paging instead of a tonnage basis 
by the revised Rationing Com 
mittee Rules 

The first rule now reads 

Newspapers wil] publish only 
such number of copies as is 
needed to meet firm orders and 
will nit their printing in accord 
ance with the Control of Paper 
(Newspapers) (Economy) Order 
195). 

The following rule. previously 
n Operation, has been elymin 
ited: “Newsprint saved by non 
publication of a newspaper may 
not be used for the purpose of 
increased sales or paging.” 


100th ‘COURTER’ 


With this month’s issue, Courier 
reaches its 100th number Its 
180 pages contain 70 display ad 


vertisements placed by $7 
agencies 
Among many interesting 


About Advertise 


articles is One 


ments,” in which BE. C. Mackenzie 
(of W. S. Crawford Ltd) calls 
for a “return to the masters” who 
believed in “truth well told.” In 
Lid off Courier,’ Gerald Kers! 
pays an irreverent tribute to t! 

magazine's publisher May 


Norman Kark. Ivor Brown write 
on “One Hundred Not Ou 
Francis Butterfield on pap 
making, and Michael! Harrison on 
couriers 


Not so hot! 


Link Up. official magazine of th 
North Western Gas Board. w 
criticised at a Conservative mx 
in Ashton-under-Lyne by FE. H 
son, a consumers presentativ 
the Gas Consultative Counc! H 
said the magazine sold at 4d ind 
cach copy cost Is. Sd. to print 


one-day 


sale ads. 


BRISTOL ‘BOMBARDMENT’ FOLLOWS 
\EW APPEAL TO LOCAL PAPERS 
Bristol branch of the Independent Traders’ Alliance is urging 

the Alliance headquarters to approach the Newspaper Society 

requesting consideration of a national ban on all press advertise- 


ments for one-day sales. 


Th is every indication that 
the A vance will not be the only 
reta ide organisation making 
suc approach. A similar re 
quest probably be made by 
the Drapers’ Chamber of Trade 


as the sult of a motion from its 
Bristo) branch, whose members 
ire seriously affected by large 
scale sales of rainwear. It is 
stated that the Bristol public 


purchased some 10,000 raincoats 


du » one week's sale in a local 
ha ind shopkeepers are gravely 
concerned at reports that rain 


wear sales promoters have made 
arrangements to rent a local hall 
for the whole of next year 

Quher trade associations wit 
be invited to take up the matter 
with the Newspaper Society, and 
these will include those catering 
for furniture, carpets, and iron 
mongery and hardware 

Ihe Commercial] Travellers’ 
Association is also likely to jouw 
in the plea, since its members are 
finding it harder to do business 
with retailers whose sales are 
restrictec 

Several manufacturers’ asso 
tions are being invited to sup 
port representations to the News- 
paper Society 

Ar Bristol the LT.A. has sent 
a letter to each of the local news 
papers. After stating the position 
as iffects retatlers, it concludes 
If you feel able to assist in the 
maintenance of the old and tried 
methods of the distribution of 


goods to the consumer public, | 
am sure that all branches of trade 
not ist the retailers, would be 


grateful to you, and have little 
doubt that they would be willing 
to show their appreciation in a 
manner.” 


Practical 
! letter invites the news 
pay to intimate your willing 
vss if not to refuse, then to 
lerably curtail, the accept 
ince of advertisements for sales 


f character to which I have 
i” 


l chairman of the Bristol 
Drapers’ Chamber of Trade has 
: 1 similar letter 
members and 
< s of the Drapers Cham 
e also planning a mail 
rdment” of the Bristol 
ewspapers, by individual traders 
ng their viewpoint 


- >. . 
25 years’ service 
G slade & Co. (Reading) Lid. 
lesig s and printers, celebrated 
id reunion dinner > 
G ides ‘2 Association 
( n Bridge Hotel, Reading 
‘ ty members of this long 
mployees’ association aad 
‘ives were present 


_ American ‘pep’ 
would help 
our retailers 


“We could, with advantage, 
acquire some of the pep and 
gusto which characterise Amer: 
can retail sales promotion and 
advertising,” states the report of 
the British retail trade produc 
tivity team on its visit to the U.S. 

American energy and jnventive- 
ness surpass British performance, 
says the team’s report Occa- 
sional sales are stimulated oy 
topical advertising—not only at 
Christmas and Easter, but on St 
Valentine's, Mothers’, and 
Fathers’ Days 

On these persistent efforts to 
increase retail sales, the report 
comments: “It was plain that 
only by maintaining and increas- 
ing their turnover could stores 
and shops hope to recover such 
a very high allocation of expendi- 
ture for advertising.” 

The British retail trade 1s 
strongly urged to pool its experi 
ence and information. The team 
believes that greater collaboration 
between traders, trade organisa- 
tions and other bodies in collat 
ing Statistics, data, and infor- 
mation is essential if retailing is 
to establish an important position 


Ministry ad. 
cut scheme is 
under fire 


Dartford Hospital Management 
Committee are protesting against 
a “less advertising” recommenda- 
tion by the Ministry of Health. 

The Ministry, in a memo- 
randum, expressed the view that 
advertisements for full time 
trained nurses and enrolled assis- 
tamt nurses should no longer be 
inserted in the national or local 
press. Instead, the Ministry pro- 
pose, such vacancies should be 
announced in appropriate profes- 
sional journals. In addition, ad- 
vertisements for other nursing 
staff should not be inserted in 
national newspapers but should 
be restricted to the local press. 
“Competition in advertising is apt 
to be expensive,” commented the 
Ministry. 

Dartford Management Com- 
mittee, whose policy has been to 
advertise for student nurses in the 
provincial press all over the 
country, are calling for relaxation 
of the Ministry proposal. Until 
consideration is given to their 
complaint the Committee have 
resolved to carry on with their 
normal! advertising campaign. 


Change of name 


Following the resignation of L. D. 
Froud as a director of Court, Froud 
Advertising Lid.. of 92 Victoria 
Street, S.W.1, the name of the 
company has been changed to 
S.V. Court Advertising Ltd. 

The company will continue to be 
responsible for the national cam- 
paign of the New Zealand Meat 


Producers’ Board, in addition +o 
several new accounts. 


L. P. Traini 


who has retired after 25 years as “Evening Standard” 


financial advertisement representative and $2 years in newspaper 


advertising 


Street, on Friday v his fellow 
L. to r. (facine came?a) 

director Express” group), Mr 
Standard” advertiser 


Mr. Needham pres 
colleagues Mr. 7 


advertisement 


was entertained to a luncheon at the Wellington, Fleet 
‘reps on the 
A. E. Dale, Leslie W. Needham (advertising 
Traini, W. L. 
ent manager) and H. Bouffleur 
ted him with a portable 

has already been given a clock by financial 
representatives of 


Evening Standard.” 


Mayston (‘Evening 
In the evening 
radio set from his 


London and provincial papers, 


together with leading financial advertising agents. 


7 - \ 4 { 3 \ { 5 - : , ag -4 
| P| RR __ ; 
ze 
o 
i 
! 
= 
. 
a | 
| — 
; 
a 
| Pe 
| po a f 3 * y . i ye 
| ; i ey » ef > my is 
pO 2. Ue ae i 
id & if ‘ ; / ; } 3 
a > - es.) Ls ; 
a a | <7 at ey ehage 
| a “a 
Se 
ee i 
| : —_——_i : — j : 4 
a eg ee 2 


NoveMBER 6, 1952 


ADVERTISER'S WEEKLY 


Coronation ‘tapestry’ for Regent Street 


ROSES WILL GLOW IN LONDON’S 


BIGGEST STREET DISPLAY 
A Coronation decoration scheme for the whole of Regent 
Street put forward, in competition with other designers, by 
Beverley Pick Associates as Coronation consultants and designers 
to the General Electric Company, has been unani 


An impression of the Regent 

Street Coronation scheme illus- 

trating the method of positioning 

the rose draped and Chrysaline 
roses. 


Illuminated Roses 
Typical Chrvsaline Rose speci- 
ally designed for Regent Street. 
Approximately 1,000 of these in 
2 ft. 6 in. and § ft. diameter sizes 
will be positioned at first floor 
level along the entire street. They 
are produced in the new patented 
plastic spray process and will be 
illuminated from within at night 


_receseseee eeeeeeeoe, 


House organs and 


the Crowning 


How should house maga- 
zines tackle the Coronation? 
This subject was discussed at 
a meeting of the London and 
Home Counties Region of the 
British Association of Indus- 
trial Editors on Tuesday. 

Points made included: 
Blatant capitalisation of the 
event should be avoided; it 
should not be treated from 
the national viewpoint but an 
“angle” should be found to 
link up with each particular$ 
firm; a special number should 
be produced prior to the event 
and not afterwards; care 
should be taken to ensure that 
the normal personality and 
design of the magazine is not 
completely lost in the Corona- 
tion number. 


adopted 
by the Regent Street Associa- 


thon. 

To include both Upper and 
Lower Regent Street, it is be- 
lieved to be London's biggest 
single street scheme for the 
Coronation. 

The decorative motif is the 
English hedge rose, and the main 
feature of the scheme will be 
printed banners reaching from the 
top of the fourth floor levels to 
the bottom of the second floor. 
Embodying rose creeper in a 
colour scheme of pink on deep 
green, the banners, which were 
printed in Lancashire, are one of 
the biggest repeat roller printing 
jobs on record, totally some 
10,000 yards in 48 in, and 36 in. 
widths. 

Placed between the windows, 
the banners will give the appear- 
ance of a gigantic tapestry. 


Special lighting 

About 14 miles of red and 
white valance will extend along 
the cornice line of the buildings 
and a smaller pale blue and white 
valance will separate the drapes. 
Existing flower troughs along 
balcony levels will be repainted a 
pale primrose. It is envisaged tha: 
English hedge roses will be dis- 
played along the entire length of 
the street, 

G.E.C. have specially designed 
Chrysaline lighting units in the 
form of roses, of which about a 
thousand, made in § ft. and 24 ft. 
diameters, will be placed at first 
floor levels and will glow with 
an incandescent light at night. 
About a hundred large Royal 
cyphers and other Coronation 
symbols will be positioned in 
prominent places. 

The scheme will be floodlit. 


PLANS ALTERED 


‘Royal Fanfare’ in 
Bond Street 


Theme of Bond Street's decora- 
tive display for the Coronation is 


to be “The Royal Fanfare.” Plans 
have been altered because it was 
thought that representations of the 
Orb and Sceptre might offend 
susceptibilities. 

In the revised design, prepared on 
behalf of the Bond Street Associa- 
tion, there is to be a floodlit set- 
piece at each end of the street con- 
sisting of a ring of trumpets round 
a huge crown. Instead of a Sword 
of State, a royal stave rises from 
the top of the crown. 

On each side of the street, for its 
whole length, other trumpets will 
support crimson banners bearing ¢ 
crown with the royal cypher. Cen- 
trally, 40 spherical multi-coloured 
decorations are to be suspended and 
illuminated at night. At four major 
crossings will be a screen patterned 
like a portcullis, 


What Swan and Edgar's store will look like 


Special colours 
for dyes— 


Shoe polishes will be shown in 
tubes by the Furmoty Chemical 
Co., Ltd., at the Ideal] Home Ex 
hibition at Olympia next March 
The company announce that the 
whole of their “Solitaire” range 
of shoe creams wil! be presented 
in this new form of container 

Mayborn Products Ltd. are to 
present new Coronation red and 
Coronation blue Dylon dyes at 
the exhibition These, specially 
devised for bunting. flags and 
other decorations, wil! be soid 
in aluminium containers. A con 
tainer of each colour wil] be 
packed in a special gold board 
Coronation display box 


Lighting effects 
for displays 


Weatherproof plaques of fibrous 
plaster, incorporating a portrait of 
Her Majesty, illuminated by coloured 
sign lamps, are among the Corona 
tion devices of Philips Electrical 
Ltd In cach case the portrait is 
surrounded by the conventional 
crowned laure! wreath, with tudor 
roses at nine points 
conceals a lampholder 
cessed for a sign lamp 

One portrait is a sculptured low 
relief, finished in a warm shade of 
ivory, while in the other version, 
the portrait is a full colour repro- 
duction of a Dorothy Wilding study 

Each plaque is supplied coupled 
with a 6 ft. flexible lead, and 
twelve coloured lamps (including 
three spares) and 1s separately 
packed. 

Another item is a neat and colour 
ful crown, cut-out in stout card, 
and arranged so that a standard 
decoration lamp set can be fitted 
very readily into it. The crown, with 

. can either stand or be 


The Ministry of Labour house 
organ is running a ballot to select 
two readers to bring to London to 
see the Coronation. They will be 
wined and dined and conducted 
round the “sights.” 


Other news *with a ‘next June’ flavour 


—and new shoe 
designs 


New colours, designs and new 
methods of manufacture will be 
a feature of the Shoe and Leather 
Fair at Earls Court from Novem- 
ber 17-21 

Over 400 firms will be repre- 
sented at the Fair which is not 
open to the public. Their exhibits 
will cover over 100,000 square 
feet of stand space 

Awards for the winners of a 
national shoe-repairing com 
petition, sponsored by the Shve 
and Leather Fair Society and 
organised by the Boot Trade 
Association, will be presented 
during the week 

Designers will also be able to 
enter the recently announced 
Shoe and Leather Record com 
petition to create a shoe or 
sandal with the Coronation as 
the motif, 

Press relations § are 
handled by 
Associates. 


being 
Mathew Crosse and 


‘Every street an 
art gallery’ 


Albert I 
ager of the 


tockton, northern man- 
Drapers’ Record and 
Men's Wear, presented prizes to 
Merseyside winners in a recent 
Men's Wear window contest, at the 
annual dinner of the north western 
area of the British Display Associa- 
tion at Liverpool last Thursday. 

Sir Alfred Shennan, area presi- 
dent, said Coronation year was one 
in which display artists could attain 
the highest apex of their art. Every 
street could become an art gallery 
harmonising with the general sym- 
phony of scintillating colour 

George E. Fisher, immediate past 
president of the Institute of British 
Photographers, West Lancashire and 
Cheshire Centre, suggested that 
Liverpool should have a Festival of 
Craft, with a Coronation craftsman 
bricklayer, a shoemaker, and wood- 
worker and so forth—men who 
would epitomise the high standard 
of their craft. 
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Club News 


Why men change | 


buying habits © 


Albert Saphier 


dresser who is 
speaker 
bers of 
| ondon 
on Monday 
buy 


the 


had led him 
clusions 


ind broadc 


a West End hai- 
also an accomplished 
ister, told mem 
Publicity Club of 


at a Waldorf Hotel mecting 
what influences men to 
and what 
ther buying habits 


them change 
His ecaperence 
to these con 


makes 


he said 


Men will deny vigorously that 
they are ever influenced by adver- 
tising, but they buy advertised 
goods 

Nine out of ten, while waiting in 


» barber's shop, will 


vertiwsements iF 

They 
snd are quick 
n adv 


slways 


read the ad 

» Magazines first 
remember rhymes 

to appreciate artistry 


rinements 


Technical advertising really wm 
terests men. Farmers, for instance 
will read every word of the adver 


tisements in f 

The ordinar 
own ties, shoe 
inderwear 


nis so th 


fashions and keep up to dat 


style of dress 


He 


arming journals 

y man always buys nis 
s and suits, never his 
examines advertis 

ut he can study the 
in hy 
ing 


Imber Cup retained 


The 
retained the I 
he speaking 
Club last wee 

nied = by 
Bernard Tove 
and Ree 
Peter 


Public 


Leighto 
nudge 
direct 


Whybrow. an 


Lit Instit 
Glasgow 


New 


"rary 


Duncan 
director of 
land) Lid, has 
ary 
of Glacseow 
executive 


three vy 


tary 


woe re 


the Scottish 
association of 
with the 
terms on th 


Duncan Wilkie was 


Hamilton Ad 
followine the 
joined the 
Glastow, as 


hefore becomi 


M Witkuc 
Mail 


comm 
“ars 8 
His father, the 
Daily 


club 


Cowan 


ity Club of London 
mber Cup in its pub 
ontest with the Regent 
k I ondon was t “pre 
Miss Bunty 

r, and Oscar Ho 


mt by Miss Mary Marshall 


nm, and Reg. Oliver 
Ss were ( Ansti 
or, Institute of Incor 
tioners in Advert 
4. of F. C. Prit 
Ltd ar 
instructor at the 
ite 


sing 


hard 
J 


City 


secretary 


managing 
Marketing (Scot 
heen appointed hono 
of the Public Clun 
He has served on the 
ttee for the past 
education convener 
late John Wilkie, of 
Record, had an 
than 20 years 
served several 


it 
y 


mor 
and 
comm 
with the 
ertiser prior to and 
vfter which he 
Ad Service Ltd 
production manager 
ne managing director 


war 


of Mail Marketing (Scotland) Ltd 


Oxford 


Specialists are 
cheaper in the end 


Claud F. Wyatt 
“Printed Advertising” 


tising Club of 
for the use 
advertisine 

adding that it 


and 


sneaking about 
to the Adver- 
Oxford, made a pleu 
of more thoughtful 
sales promotion 
was cheaper in che 


lone run to bring in the specialist 


rather than 
amateur 
out a 


He 
basic 


sticking to it 
sistence ade 


to make do 


with the 
advocated working 
sales idea and then 
Continuity and per- 
advertising pay 


2» 


Women’s journals could 
teach ad. men plenty’ 


Is odvertising becomi unreal” 


Expressing the opinion that it is, 
and a new phase, which «he 
called the “humanistic phase,” is on 
the way. Mrs. Mary Gowing, speak- 
ing to the Nottingham Club, quote - 
the following from a toilet soa 
vertisement a8 an example to un 
reality 

‘Bef you use your exquisic 
and carcful make-up, you must scr 
your beauty free.” 

Adver’ sements sometimes looked 
like one glorious legpull, she sad 
That might well be why the pub- 
le was i! critical about advertis 
ing. and did not always trust it. 

A lot could be learnt from be 


editor! side of women’s journais 


They were full of useful, well-tested 
information and news items about 
subjects that to women were pro- 
foundly interesting. “I can't see 
why every advertisement that is 
planned for women to rcad 
shouldn't be as readable as a 
woman's magazine,”’ she said 


Mrs. Gowing, who is in charac of 
the women’s department of S. il 
Benson Lid., thought that nowadays 
there was not much that an adver- 
tising woman could tell a good ad 
vertising man about the facts of 
idvertising to women. But adver- 
sements were not made up entirely 
of facts; at their best they should 


be written from experience of the 
thing advertised. “And I suppose 
few proper men have experienced 
the wearing of a corset,” sae 
hazarded 
Dublin 


Gold medal 


At a meeting of the Advertising 
Press Club the Conlon memorial 
gold medal for gaining first place 


in a two years’ advertising and pub 
licity 


course was presented § to 
Declan Clancy, of Padbury Adver- 
tsing Lid, Dublin Mr. Clancy 
took the course at the Dublin 
School of Commerce. The presenta- 
tion was made by G. Clark, chair 
man of the club 


Hull 
300 prizes 


The Hull Publicity Club's Annual 
Gali wos held on Friday, at the New 
York Hotel 

Ar 1 J. Hibbert, the presiden: 
ind M Hibbert received the 200 
gues 

h ning Was a great success 
and th ymbola offered 300 prizes 

The whole of the organisation was 
in th apable hands of Mrs 
P. J. +. Brown, assisted by N. Scott 
( G. Terry, W. Train, H. i 
Batson. J. W. Hallowell, P. Train 
and Miss A. M. Whitley 

A ver ittractive programme was 
presented to each guest. This was 
desened by J. W. Hallowell 

The event will show nearly £10) 
profit, which goes to Club funds 
Sheffield 


Road to 


Lady Reading told nee Id Pub 
heity Club it was necessary for 
everyone and especially advertising 
yw the direction in which 
svelling. Advertisine men 
nd women were well qualified to 
direct hobits of thinking and action 
long the road to peace 


men, t k 
we were 


Regent Club 
wins the 

F. E. Cook Cup 

The Advertising Association 
has awarded the F. FE. Cook 
National Cup to the A 
Club for outstanding 
educational work. 

Coupled with the Club is 
the name of George Worledge, 
vice-president and past chair- 
man of the Club. 


Homes reflect 
personality 


A woman's home should flatter 
her and reflect her personality, sug- 
gested Mrs. Virginia F. Champion, 
promotion man io r of Condé Nast 
Publications Lt when speaking at 
the ladies niche of Bradford Pub- 


licity + eles ion Many people, 
she said, tried to improve roonrs 
with furnishings which were not in 
keeping with their way of life. 
She also indicated how close was 
the co-operation between manufac- 
turers of furnishing fabrics, paints, 
wallpapers, etc., and the stores which 
specialised in House and Garden 


colours 


In Brief... 


Soviet propaganda against the 

est seemed to have | tlect on 
the attitude of the ord Russian 
people to British vis Philip 
Pricstman told Hull Pu y Club 

Film star Zena Marshall will 

be among the guests at the annual 
dinner and dance of the SI 
Club to-morrow (Friday) mht. . 
Oxford Club's bulletin h cached 
its 100th issu John Chilcott, 
of Studio Swain, Glasgow dealt 
with th chnic s of “Putting 
Colour Into Advertising,” when he 
iddressed members of th Pu iblicity 
Club of Glasgow on Frida 

The Publicity Club of sheffield 
has arranged with the local educa- 
thon commitice for classes adver- 
tising to be held in connection with 
the Advertising Association ‘dip- 
loma 


H. L. Clarkson, hon. secretary of 
N_A.BS receive a b ze for 
£130 from Lord Burni sident 
of Inky Way ica u the 
annual artists’ part k 4 
cheque for £1,000 w handed 
to the secretary of the Newspaper 
Press Fund-—-for which “Inky Way 

nmnual war rigin founded 


NOVEMBER 6. 
OBITUARY 
Funeral of Peter A. 


1952 


. 
Menzies 
Advertising people in Scotland 
turned out m their hundreds last 
Wednesday to pay their last respects 


to Peter A. Menzies, doyen of Scot- 
tush agents, who was cremated at the 
Western Necropolis, Glasgow. 

As reported last weck, he had died 
suddenly at his office at the age ot 
84. Believed to be the oldest prac- 
tising agent in Britain, he entered 
advertising at the age of 15, wito 
the Charles P. Watson agency in 
Glasgow and, in 1905, established 
his own agency in the city. 

A founder member of the Publi- 
city Club of Glasgow, he was presi- 
dent in 1930-31 and was also the 
last surviving founder member of 
the Glasgow Rotary Club. He had, 
too, long association with the Clan 
Menzies Society, as hon. secretary, 
and with the Perthshire Benevolent 
Association, of which he was a past 
president 

Alexander McKenzie writes: This 
rugged old Highlander was a man of 
integrity and strong convictions. As 
his Christian names, Peter 
Alexander, imply, he was a staunch 
true and constant friend, and a real 
helper of men. He was guide, coun- 
sellor and friend to so many that 
one wondered how he had time for 


his own business. He had always 
time to see the visitor from the 
south, and no one was ever turned 


away without a word of advice and 
encouragement 

He was amongst the first of the 
provincial agents to realise that ad- 
verlising was something more than 
simply placing advertisements in so 
many papers, and to develop the 
service side of the business. 

A good publicity club man he was 
perhaps the most regular attender 
at the weekly lunches. He attended 
all, or nearly all. of the Advertising 
Conventions and in his Highland 
dress, no one was better known. He 


also attended the International Ad- 
vertising Convention in Berlin in 
1929 


A. T. Gellan 


London advertisement representa- 
tive for the Huddersfield Daily 
Examiner for 63 years until his re- 
tirement last year, Alexander T. 
Gellan has died in a Brighton nurs- 
ing home. He was 91 Born at 
Edinburgh Mr. Gellan served tor 
some years with publishing and ad- 


vertrsing agencies concerns wn 
London before being appoinied 
London representative for the 


Aberdeen Journal. We was associ- 
ated with that paper for 35 years 
In 1888 Mr. Gellan was appointed 
London advertisement representative 
for the Examiner by the late Joseph 
Woodhead. the founder of the 


paper 
H. S. Noble 
Harold S. Noble, assistant 
lation manager of the 
Express, died on Friday, 


circu- 
Sunday 
aged 32 


‘Financial Times’ 


* . 
extends its service 
From Tuesdays to Saturdays the 

Financial Times is now publishing 
as additional information. the year's 
high and low prices for all the 1,509 
stocks and shares quoted. On 
Mondays the Financial Times ~'- 
ready gives dividends and yields on 
this lengthy list and the service wi'l 
be improved by also giving carnings 
cover 
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This attractive illustration, show- 
ing the exterior of the offices of 
the Institute of Incorporated 
Practitioners in Advertising in 
Belgrave Square, which appears 
on the cover of Institute's new 
Silver Jubilee brochure, | was 
drawn by W. Anstice Brown. A 
professional! artist, he is the son 
of the Institute's director 


JUBILEE DINNER 


Mr. Boyd Carpenter, M.P. 
Financial Secretary to the Trea- 
sury, and Sir Gerald Kelly, 
President of the Royal Academy, 
were the guests of honour at the 
Silver Jubilee Dinner of the In- 
stitute of Incorporated Practi- 
tioners in Advertising held at the 
Dorchester yesterday (Wednes- 
day). 

H. A. Oughton (W. S. Craw- 
ford Ltd.), president of the Ip- 
stitute, and Douglas Saunders (J 
Walter Thompson Co., Ltd), 
spoke for the Institute 

A report will appear in next 
week's issue. 


Over 600 book for 
A.A."dinner 


Annual meeting of the Advertis- 
ing Association will be held at the 
Association’s offices af noon on 
Wednesday, November 26. 

Bookings for the annual dinner ai 
the Dorchester the same evening 
have already exceeded 600. Those 
wishing to book tables are advised 
to do so without delay. 
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Move to smash ‘trade rings’ in Eire 


Newspaper and periodical dis- 
tribution—but not advertising— 
was among trades said to be con- 
trolled by trade rings in Eire, Mr. 
S. Lemass, Minister for Industry 
and Commerce, stated in moving 
the second stage of the Govern- 
ment’s Restrictive Trade Practices 
Bill in the Dail on Friday. 

This Bill is intended, said Mr. 
Lemass, “to smash trade rings 
a combination of traders designed 
to confine trade to themselves 
and eliminate competition be- 
tween themselves and to exploit 
that position to their own benefit 
and the public detriment.” A 
growing volume of evidence, 
complaints and public uneasines3, 
Mr. Lemass said, has shown the 
need for the Bill 

The largest volume of com- 


Poster contest: 


plaints, he added, was in respect 
of refusal] to supply goods on 
trade terms “to persons who are 
not members of an Association, 
or who were denied membership 
of an Association, or to persons 
who could not get approval of 
an Association to engage in the 
distribution of goods.” 

Associations of this kind were 
said to Operate in respect of 
building materials, motor cars, 
bicycles, newspapers. periddicais, 
paper bags. wrapping paper, elec- 
trical goods and many other 
commodities 

Under the Bil! it will be illegal 
for any trade association to take 
power “to exclude any citizen 
from any trade or impose restric- 


tions which have the effect of 


Advice on the 


despatch of entries 


Some entrants in the Inter- ‘pe 


national Poster Competition 
organised by the British and 
London Poster Advertising Asso- 
ciations have been finding diffi- 
culty regarding the despatch of 
their entries. If too much pack- 
ing is put round a 30 jn. x 20 in. 
board (which is the correct size 
of an entry), it becomes greater 
than the legal maximum which 
the Post Office will accept. 

The British and London Poster 
Advertising Associations are ad- 
vising all entrants to work strictly 
to these rules: 

(a) The board must not exceed 
30 in. x 20 in. 

(b) The protection for the 
design should be a piece of hard- 
beard or three-ply cut exactly to 
the 30 in. x 20 in. size on one 
side, and a piece of ordinary card- 
board on the other, to the same 
size. 

(c) These should be firmly 
wrapped as neatly as possible 
with one or two sheets of brown 
paper, sticky taped, particularly 
at the corners, and firmly strung 
and it will then be accepted by 
the Post Office and travel quite 
successfully. 

Corrugated cardboard is not 
adv) sed. 


‘POPULAR GARDENING’ RATES UP 


An increase in the advertise- 
ment rates of Popular Gardening 
is announced by A. W. Burnett, 
advertisement director of Amal- 
gamated Press 

During the past year there has 
been “a steady and considerable 
increase” in the sales of this 
journal, states Mr. Burnett. To- 
day circulation is well over 
135,000 copies weekly—and is 
still rising 

Mr. Burnett adds: 

“In assessing the new rate. due 
consideration has been given to 
the reduction in the cost of paper 
and. therefore, an increase in rate 
of 22 per cent is asked for an 
ncreased sale of over 33 per cent. 

“Commencing with the issue 
dated January 3, 1953. the new 
rate of £66 per page will operate 


(£72 per page for preferred posi- 
tons.) 

The following figures show 
that space in Popular Gardening 
will, at the new rate, be cheaper 
than when the present rate was 
established: June 1951, £54 per 
page based on 101,434= 10s. &d. 
per 1,000; January 1953, £66 per 
page based on 135,000=9s. 9d 
per 1,0¢ 


Patra exhibition 


The Printing, Packaging and 
Allied Trades Research Association 
held an exhibition and conference 
at the Grand Hotel, Bristol 
Technica! discussions, a brains trus', 
and lectures were features of the 
event which was opened by the Lord 
Mayor of Bristol 


The new Velvet Handkerchief com- 
pact size carton has been designed 
by Richard Lonsdale-Hands Asso- 
ciaies for the Velvet Crepe Paper 


Co., Lid. This pack printed in 

dark blue, grey and pink, The 

centre part, containing the word 

“Handkerchief” is ; inted in solid 

pink with the lettering in white and 

blue outline, ani when removed 
leaves «on aperture. 


Technical ads. 
check offered 


The British Hotels and Restaur- 
ants Association has appointed a 
panel to aid manufacturers and 
their agents in advertising to the 
hote] and restaurant proprietor. 

Comprising 20 proprietors, the 
panel, whose services are free, 
will meet monthly. It offers an 
authoritative check on technical 
details in illustrations and copy. 

E. G. Sabatini, press and pub- 
licity officer of the Association 
and advertisement manager of its 
Journal. believes that the panel 
may protect advertisers from un 
wittingly incurring the disapproval 
of technical men 

“While the hote! man buys in 
big quantities and is reasonably 
cheap to reach. he does represent 
a specialised market, and adver 
tisers would undoubtedly find it 
most profitable to devise a special 
a>proach to him says Mi 
Sabatini 

If advertisers or agents require 
immediate information. Mr. 
Sabatini will trv to get it from 
Association officials 


doing 89, no matter what ~~ 
tion there might be that 
course.” 

It will also be a punishable 
offence for producers or traders 
to enter imto agreements “to 
monopolise a particular form of 
commerce or to fix and maintain 
prices for any class of goods.” 

The Bill does not apply to 
advertising and other similar 
services but will be extended to 
cover them “if necessary 

While considering that the Bi!! 
does not go far enough, the 
Opposition has pledged support 
for it. The Bill is also supported 
by the Government and opposi- 
ton press and the independent 
Irish Times. If it becomes effective 
it will revolutionise trade prac- 


tices | in Eire 


"Radio Luxembourg 
AUDIENCE CHECK 


Radio Luxembourg’s first audi- 
ence survey of the winter season 
will take place between Novem- 
ber 17-24. More than 2,000 
people a day will be interviewed 
over seven consecutive days in 
100 areas throughout England, 
Scotland and Wales. 

Conducting the survey wil! be 
The British Institute of Public 
Opinion, Social Surveys Ltd. 

G. Clement Cave, general man- 
ager of Radio Luxembourg Ad- 
vertising Ltd., said: 

“We are planning a further 
audience survey a month or so 
after Christmas and another 
during the summer. 

“Last winter our evening audi- 
ence averaged between five and 
six millions. I expect the coming 
survey to show an inerease on 
these figures.” 

Mr. Cave added that there was 
considerable evidence that such 
shows as the weekly one-hour 
variety show, “Showtime from 
the London Palladium,” Wilfred 
Pickles in “The Good Com- 
panions,” “What's My Line?”, 
Vera Lynn's half-hour and the 
new “Scarlet Pimpernel” seria) 
had brought many new listeners 
to Radio Luxembourg. 


Esparto grass price 
‘still too high’ 


British esparto paper mills are 
still far from satisfied with the price 
being asked for their principal raw 
material, esparto grass, by the North 
African producers (writes our paper 
trade correspondent). 

It is understood that the Tunisian 
producers have been authorised to 
export esparto at £20 per metric ton 
f.o.b. Trade circles believe that 
Moroccan producers will soon fur- 
low suit and that eventually the 
Algerians will fall into line 

But the quoted f.o.b. price gives 
a cif. rate of £25 per ton, whic 
British mills consider too high par- 
ticularly in regard to the present 
price of wood pulp and also to 
existing trade conditions 

Home mills have in mind a price 
of £20 per ton c.i.f. which wou'd 
enable ecsparto papers to maintain 
their competitive position in regard 
to other grades. 
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NEWS ABOLT PEOPLE 


‘ . *R.O., W. A. Camp (Dudley 
G. LI. Jones Is & Vincem Ltd); library 


. . . t ducaton, James Meadows 
le aving the Letter Printing Co., 
New spaper Soetety 


G. LU. Jones, lahour 
Newspap Society 
ving the Sax 


. * 
innual general meeting of 
branch of the Society 
1 Menrbers of the Adver 
sociation, the following 
s were elected chairman, 
Michael Wilson; secretary, Mervyn 
Wilson; treasurer, A. Watker. 


P.R. men on 
the move 


Patric J. Baker is leaving | 
! Wood & Partners 
1s manager of the 
department will be 
Traverse-Healy 
Mr raverse-Healy was 
‘ cto of public relations § for 
Aims and Industry Lid. He leaves 
British Optical and Precision 
Engineers Lid. (a group of manu- 
ompanies in the J. Arthur 
join Prit 


msultancy unc t 
Newspaper t 


his resignation 


snuary 195) ALR. Davies, 
of the N geo Soci 
my ind gen 
Wittiam G. Ridd, 
ta of Soc 
é. pu dir 


rd wil 


from next 


facturing 
Rank organisation) to 
hard, Wood & Partners 
* * * 
Geofirey Cole has joined the pub- 
ity department of Thorn Electri 
| Indust s Lid. as chief assistant 
o S. T. Holmes. Mr. Cole was 
previously a group printing and dis 
play manager with Alfred Pember 
ton Lid., and was for some years 
with S. H. Benson, 
* * 


Ihe Postmaster-General has ap- 
pointed Col. A. Prodgers, pubic 
sions officer to the Post Offic 
deputy regional directo 

inties region 


. * 
mbers of the Institute of 
lavions are: A. EB. Apted 
ym of Croydon), § 
Heppner (Mather & Crowther Ltd), 
i. St. John Trangmar 
: . Petroleum Co, Ltd.) Associate 
Bernard Gutteridge P. Bruce Lowe eas offic: 
Bopywriter with Colmar Hamer ntral Office of Inforn 
Warley Lid. for two y ' hon, Leeds), Miss Gwendoline 
he has writ - Lvddall (Institution of British Laun 
year d . Channon Wood (Keystone 
Cc hristopher Greaves wove ul Press Agency Ltd.) Overseas 
Garland’s from the a John T. Baird (consultant, Johannes 
—— & Fab bure) 


n will be p 


* * 
Rupert L. Goodliffe, publicity 
Daily Telegraph has 
Hove General Hospital 
* * * 
D. W. C. Potts, who was io 
Y | irs with Edgar Firth Ad 
six months and ha is joined Auld & Tilbury 
Nast for II yea account executive 
* * 1 ney has also appointed 
The following officers at o lL. Williams (from C. D. Notley 
mittee chairmen have n «ap Ad :) as space buyer, and 
pointed by the British Direc ul W. Townsley (a former Rumb! 
Advertising Associa ( wther & Nicholas visualiser) as 
Chairman, A. bdward Jones (G ho manager 
& Watson Lid) vice-ch I - * 
F. T. Day (Samuel Jones Co john C arr has resigned as adver- 
Ltd.) and Major C. V. Watteuback meer to Norton Grinding 
(Dictagraph Telephones Lid.) Con Co. Ltd., of Welwyn Garden 
muttees finance Hugh mene xd will shortly be taking up 
(Chadwick-Latz Lid.), pros position with Bratt Col 
and reception, Miss Iris Sienaion: ’ 1 He has been with 
criticism and awards, Charles R for three years 
Watson (L.B.M. (United Kingdom) * * 
Lid); membersinp, Major Watten Vaughan, until recently 
bach; portfolios and house journ neton Press Postal Ser 
F. T. Day; publications, Norman Y » been appointed manager 
A. Cameron (Block & Andersor Addressing Cos Lt 
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W. J. Lindsay E. J. Allen 


L. F. Gregory H. J. Stentiford 


N. K. T Stanton 
Northcliffe Newspapers Group 


changes and appointments 


Echo and Chelten- 
ham Chronicle will remain with 


New appointments and changes in Gloucestershire 
h representation ) Northcliffe 
N wspaf vers G oup ondon adver- M. C. Maude. 
n unced Representation of the Lincoln- 
H. Penney, the Group's ad- shire Echo will be announced later, 
) ind in the meantime will be person- 
four new uly supervised by J. A. Ross 
lagers are London group advertisement man- 
idver- ager 
nager, The duties of the present group 
man advertisement managers, C. L. 
>» from Pounds —who will shortly complete 
' SO years’ service with the Group 
repre- and iated interests—and J. 
Even- Ross, will continue in connection 
Sensieel with national advertising for all 
ement newspapers in the Group 
Tele 
Mai Off to Bath 
present. pa 
World Prior to his departure to Bath ona 
ement business venture there, Leonard 
wdsh ven Richardson, advertisement = repre- 
ind Week nel sentative, was presented with a full 
Allen is pointed set of records of the Gilbert. and 
sement cr of Sullivan opera “lolanthe” by G. H. 
‘t ' advertisement manager «f 
has the radford and District News- 
Co., Lid., on behalf of the 
Gregory ‘ ns the t of the advertisement and 
s he n . xs the ditorial departments. 
Mail anc hire & * * * 
mes poinzed R. E. Simms, who for the past 
ser. three years, has been chief account 
chief Central Advertising 
man- rvi has joined W. H 
office. Associates Lid. as an 
Group's sccount executive. Mr. Simms con- 
senta- tested Bristol South-East in ibe 
idver- Conservative interest in February 
1950, against the late Sir Stafford 
repre- Cripps In October 1951 he con- 
Tele- tested a Willesden division. He is 
uph and Saturday 1 h, will now prospective Conservative candi- 
present the , I vening date for East Willesden. 
* * * 
John Foulis, advertisement man- 
iger of the West Lancashire Even- 
Gazette, has recently received 
ers of congratulation from his 
ect friends on the news nat 
son, Lieut. “Jock” Foulis of the 
represented in ings Own Scottish Borderers, has 
Snowden. cen awarded the Military Cross for 
London in Korea 


by R. 


Assoc 


ve of th 


A. FE. Axten, p 
4 


B. Stentiford, 

riisement ler 
Londo adv s 
kK. T. 'Stenton, 

incial advertisemen 


$ appointed No 


W. A. Peters, a: 
, The Citizen 


nim 


service 
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PERSONALITY AND BACKGROUND 


... plus a special flair for fashion and beauty are 
qualities in Vanity Fair's readership of younger, 
smarter women, which advertisers find particularly 
valuable. Thumb through the pages of the current 
issue and you will see the many well-known 


advertisers who appreciate those qualities. 


- > .~$§ ~—— 
=~ - ~ 


Advertisement Rates: £125 a page in black and white; £175 a page in colour 


THE NATIONAL MAGAZINE COMPANY LIMITED, 28/30 GROSVENOR GARDENS, LONDON, 8.W.1 
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ADVERTISER'S WEEKLY 


@ Continued from page ii of cover 


More Letters... 


Benefits of 
branding 


Sm, lt is astounding that in 
1952 Eric Gamage (October W)) 
should be objecting to the brand 
ng of merchandise, and, indis 
cromunately, to price fixing 

Branding is a method by whicn 
a manufacturer ensures con 
tinuity of demand. Without it he 
runs the risk of his commercial 
existence being entirely in the 
hands of distributors, who may 
cither be fickle or may misuse the 


power this gives them. Branding 
is, if Many industries, essential 
for the protection of factory 


workers as well as capital 

Price fixing can easily be 
sbused, but in many trades re 
tailers have to invest capital in 
stocking and revenue in service 
They must, if the public is to be 
served properly, have reasonable 
protection against the fly-by-night 
price cutter, and the jobber who 
picks the easy lines that need no 
service or spares 

there is, at this time, hardly 
in industry that does not provide 
its Own competitive checks at 
manufacturing level; business is 
not so easy that price doesn't 
matter 

The shop-keeper who wants to 
run perpetual “sales” will always 
have sources of supply of goods, 
of a kind, available to him 

If his standards are high the 
public will get a square deal, bu' 
if they are not _ 

And what else is Gamages, bu! 
a brand name”? 

FB. Searte AUSTIN 

Director, 
W. H. Gollings & Associates Ltd 


Why Mrs. Higgins 


is forgotten 
Sin, Mrs. Higgins (the con 
sumer), says Barrington Bree 
regretfully (October 23) is well 


protected from the copywriter's 
siren songs’ If these would 
otherwise lure her to her doom, 
as effective “siren songs” should 
do, let her keep her protection 
And let her thank the account 
executive, the agency director and 
the chent, whose likes and dislikes 
suve her from a watery grave 
But Mr. Brees letter does make 
a point The young writer with 
aspirations, Who seeks to learn 
more of his job by reading books, 
by listening to the great men of 
advertising or by a “proper 
study of mankind (and woman 
kind),” cannot fail to notice what 


a great gulf divides theory from 


practice 


What he reads and hears and 


thinks gives him enthusiasm, 
stimulates his imagination. en 
courages ideas. But when it 


comes to @ practical job of copy- 
writing, how his ardour is 
damped. He finds that he is told 
what to write, or given a dull 
old design to fit new words to; 
he seldom seems to be given carte 
that ts blanche, or even off 
blanche; and his best ideas get 
nowhere 

In time he comes to know what 
the powers-that-be will accept, 
and is assailed by the temptation 
to save himself time (but not 
frustration) by giving it to them. 
That ts how Mrs. Higgins gets 
forgotten 

The answer surely is to start 
with Mrs. Higgins every time, 
and to aim at no one else. 

RICHARD WINTERBOTHAM. 
105 Ranelagh Road, 
London, § A | 
. 

Double Diamond 

and purple cow 

Si.—-Your research man 
(ADVERTISER'S Weekty, October 
2, page 22) should make some 
researches into the works of 
Gelett Burgess. There, not in 
Beachcomber, he will find the 
purple cow. There, too, he will 
find the following cautionary 
stanza, which I suggest he should 
be made to memorise after office 
hours 

“Ah, yes! 1 wrote the Purple 

Cow 
I'm sorry, now, I wrote it! 
But I can tell you anyhow, 
I'll kill you if you quote it!” 
Huon Forsytu 
7? Lansdowne Walk, 
Kensington, W.11. 

(Our contributor wrote: “J take 
exception to the Double Diamond 
man . | feel abougz this like 
Beachcomber did about his purple 
cow-—l'd rather see than be 
one’.”) 


How to shake the 
town clerk 


Six, Your correspondent “Uno 
willing Victim” (October 24) has 
my sympathy, as We too are con 
Stantiy having undue pressure put 
upon us to take space in useless 
civic handbooks and similar pub 
lications 

1 would, however, suggest to 
your correspondent, and indeed 
all other advertisers, that if he 1s 
not already a member of the In 
corporated Society of British 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


The “Punch 


NovemsBer 6, 1952 


team say au revoir to Mr. Punch before departing for 


New York for the opening of the exhibition of “Punch” original draw 


ings in the Time-Life 
Kenneth Bird (editor) 


Buildings, Rockefeller Center. 
Rowland Emett (artist), Russell Brockbank 


Left to right 


(art editor), and Ron Williams (publicity manager). 


Advertisers he 


should join im 
mediately, for he will find the 
Vigilance Bulletin they publish 


for the benefit of 
is itself worth the modest suo- 
scription. The difficuty is, of 
course, that many of the adver- 
disers in these publications are 
small local tradesmen, not 
national advertisers, who “fall 
for” the arguments as well as 
being afraid of losing business 
from the sponsors 

However, armed with the in- 
formation which LS.B.A. pro 
vides, it is frequently possible to 
shake the town clerk, or other 
local government official who, to 
do him justice, generally does not 
recognise the objectionable nature 
of the proposition to which he 
has lent his name. In a recent 
case where we Were asked to pay 
£14 14s. a page (euphemistically 
described as “£7 7s. per annum 


their members 


for two years”) for a Housiag 
Estate Tenants’ Handbook, of 
which only 1,500 were to be 
issued, 1 persuaded the local 


government official to add up the 
total revenue at this rate, and he 
was amazed to find that the 
Council’s “free” booklet was 
costing his business associates 
nearly £300 

Another method | have some- 
times found effective is to go 
direct to the local governmeat 
official (not the advertisement 
canvasser) and say you will will- 
ingly give the Counci! a “dona- 
tion” of £14 14s., but that under 
no circumstances do you wish to 


have your firm’s name linked with 
a publication of dubious value 
Not only does this attitude per- 
turb the official, but it also pre 
vents your advertisement beng 
used as a lever to eet your sup- 
port elsewhere 

If all advertising managers 


would “dig their toes tn” | believe 
this racket could be stopped, but 
at the moment seems to be 
flourishing and growing at an 
alarming rate 

PUBLICITY 
and addres 


(ORGANISER. 
(Name 


upplied.) 


Mr. Punch sees 
them off 
to New York 


An exhibition of original con- 
temporary Punch drawings opeas 
in the Time-Life Building, Rocke- 
feller Center, New York, on Mon- 
day. 

The exhibition comprises 150 
original drawings by 50 artists 
Rowland Emett has the biggest 
share with 25. He will be in New 
York for the whole of the exhi- 
bition and will meet Punch 
readers at special invitation ses- 
sions. A 4 ft. by 3 ft. blow-up 
of a drawing by Emett that 
Prince Philip gave to the Queen 
will also be on view. 

The drawings are mounted on 
panels 6 ft. x 4 ft. with a differ- 
ent brightly coloured background 
to each panel 

The exhibition is the first of its 
kind within memory to have been 
put on in New York, by Punch, 
or, it is thought, by any other 
British publisher. 

Punch have sent over the fol- 
lowing team for the opening 
week: Kenneth Bird (Fougasse), 
the editor; Russel! Brockbank, art 
editor; and Rowland Emett; also 
R. E. Williams, publicity manager. 

It is expected that the exhibi- 
tion will go on an extensive tour 
of the principal cities after the 
New York run 

The exhibition was designed by 
F ‘ Henrion and R. E 
Williams, and the 24-page pro- 
gramme was printed by the Lea- 
grave Press Ltd. 


-LS.M.A. students 

The Student Society of the Incor- 
porated Sales Managers’ Associa- 
tion begins a series of nine monthly 
meetings on November 13 with a 
talk on “Modern Trends in Sales- 
manship™ by Cyril Hudson, general 
sales manager, Berkel Auto Scales 


Walkers te 
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Feats of engraving 
and slereotypi ng : 


“I feel that I should say thanks to you on behalf 


of both our clients and ourselves for the very 
wonderful co-operation which your Company has 


shown . . . including feats of engraving and 


stereotyping, and all round, demonstrating the 


ey 
- 
a 


spirit of co-operation for which you are so well 


known. 


“IT should be very grateful if you would pass 


on my deep appreciation both to Mr... . . * and 


MEN ses * and all other persons concerned with 
the magnificent effort which has proved to be 
the largest publicity break in the fashion field.” 


From a London advertising agency ; 


© The letter named a Gee & Watson executive and a representative 


Gale CoWAUSOM 


111 SHOE LANE LONDON EC4 Cemrral 6655 Eughteen Lines 


Northern Office at 4 Chapel Walks Manchester 2, Blackiniars 4660 
a) 

Process Engravers + Creative Artists and Photographers 1902-1952 

Advertisement Typesetters - Electrotypers and Stereotypers Fifty years of Service in the Spirit of helpfulness 
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B.B.C. ad. panel suggests 


Placing onus on agents 
for mail order ads. 


This tableau for 
Co. Ltd 
originality 
City carnival procession 


Lincoln Electric 
won a special award for 
in the Welwyn Garden 
The head 
of the welder, made of papier 
mache, was designed by J. Burrows, 
advertising manager of = Lincoln 
Electric 


‘Country Life’ 
annual 


The 19582 Country Life 
was published on Tuesday 
st 10s, This 240-page volume has 
107 pages of advertisements, one 
quarter of which are in full colour 

These announcements, from many 
distinguished firms, are outstanding 
specimens of advertisement repro- 
duction. They are all in the best 
Country Life tradition. 

The editorial pages present a mis- 
cellany of essays and articles in the 
style used since the Annual was 
first published in 1949. The cover 
carries a full colour reproduction of 
a miniature portrat of Charles I. 


Annual 


There are two colour sections 
inside, the first dealing with the 
private apartments at Windsor 


Castle by Sir Owen Morshead, the 
librarian of Windsor Castle, and 
the second an article on Old 
English Minmture Portraits by G. 
Bernard Hughes 


Dual purpose sales 
Dual purpose schemes to pro- 
mote sales of C.W.S. productions 
and Co-operative journals are 


imereasing. Latest is a free entry 
competition based on C.W.S. 
bedroom suites to appear nm 


Woman's Outlook in November 

Nine suites from the C.W.S, range 
will be illustrated and readers asked 
to list them in order of preference 
the prize being a four-piece bed 
room suite, 


Revealing this at a press con- 
ference, Ralph Judson, head of 
B.B.C. Publications advertise- 
ment department, also stated: 
“From now on, B.B.C. Publica- 
tions will be working in close co 
operation with the Newspaper 
Proprietors’ Association, and 
will exchange information on all 
undesirable advertising and other 
problems of mutual interest.” 


Situation under review 

In the meantime, he said. 
while present mail order adver 
tisement contracts would cf 
course be honoured, no new ones 
would be accepted until at least 
the end of the year, so that the 
whole situation could be re- 
viewed. 

The recommendations of the 
advisory panel—which are based 
on a review of the 1951/2 period 

are as follows: 

“No advertisement may be 
accepted from a mail order ad- 
vertiser and/or his advertising 
agent that does not comply with 
the following conditions: 

(a) Financial stability of the 
advertiser must be established, 

(b) Proof must be furnished 
that the advertiser owns ade- 
quate stocks and has an ade- 
quate organisation for dealing 
with large volumes of orders, 

(c) Advertising copy musi 
be accurate and in No way mis- 
leading.” 


Proofs and guarantees 

The (a) and (b) clauses, if 
adopted, will mean that proofs 
and guarantees will have to be 
furnished by the advertising 
agent, Mr. Judson emphasised. 

It is believed that the insistence 
that the advertiser must own ade- 
quate stocks is due to the fact 
that some advertisers are thought 
to have been placing mail order 
advertisements without first hav- 
ing acquired the goods. They 
accept the orders, endeavour to 
get the goods together, and, if 
unsuccessful, go bankrupt. 

The recommendations of the 
pane! are now being considered 
\ further statement from the 
B.B.C. may be expected early in 
the New Year. 


A seasonal note was introduced into the window displays of the 
Northern Gas Board (Western Group) when they featured autumn 


fashions. The 


‘Vogue theme was illustrated with a sherry party 


setting, with lengths of the latest in sherry-shaded materials, and copies 
of “Vogue” magazine, whilst on the other side stood the new honey- 
cream Paragon--a streamlined medium-priced Parkinson cooker. 


‘Barrister types make the best 


advertising 


The personnel of London ad- 


vertising agencies is “distinc- 
tively Dark Blue in tone.” This 
was claimed by C. E. Eseritt, 


secretary to the Oxford Univer- 
sity Appointments Committee, 
when he told a meeting at 
Rhodes House, Oxford, that 
more Oxford men than ever are 
going into advertising 

Over the last five years about 
75 Oxford men on leaving the 
University had entered advertis- 
ing. So far this year 19 men had 
gone in for advertising, 17 of 
them in agencies 

Guest speaker was Col. A. M. 
Wilkinson, director of London 
Press Exchange Ltd., and himself 
a former Oxford football blue, 
who delineated the type of per- 
son most likely to succeed in 
advertising. He said that the 
“barrister type of man” was the 
most suitable for advertising 
executives.” 

“A good degree is an asset,” 
he added, “but the profession 
does not seem to attract the 
academic type. 

“A man who goes into adver- 
tising must be agreeable, m- 
terested in his fellow men—able 
to talk well and listen well. 

“Advertising doesn't need the 
‘double first’ or the ‘double thirst,” 
but it does include the competent 
clear-headed type who is equally 
at home with the duke or a dust- 
man, 

“We are very ‘choosey’—as we 
have to be, for we are spending 


executives’ 


big money belonging to other 
people. 
“It is a great job. We have 


the opportunity of moving men’s 
hearts and their hands-——and not 
just their hands to their pockets. 
“Advertising requires enthusi- 
asm, genius and ability. I be- 
lieve the future is rich in pro- 
mise to you who are going to 
follow us, and that you have a 
greater opportunity than we.” 


Students visit silk 
screen works 


Display Productions Lid., of Hol- 
loway, opened their works to the 
advertising students taking the 
A.A. course at the North-Western 
Polytechnic for the fourth year in 
succession. 

A. Perryman, production manager, 
took the visitors step by ste 
through the whole process wit 
many useful and practical hints. 

Harold Butler, of Saward, Baker 
& Co., their instructor who arranged 
the visit, thanked F. C. Timbs, 
managing director, and Mr. Perry- 
man. 


Window modernised 
during night 

A half-page “before and after” 

advertisement in the local press was 

used by Newell's Lid., the Belfast 

store, to announce and illustrate the 

complete renovation of its window 


space. 

This was effected at night in 
twelve hours, so that no window 
space was lost during the day. 


4 
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WORTHWHILE 


INVESTMENT 


WITH GILT-EDGED PROSPECTS— 


ADVERTISING IN The Investors Chronicle 


ee 296 NovEMBER 6, 1952 i 
po | YG) | 
ws 3 oe MUE 
< OM ma on 
ws . he 6 hn : 
, ‘ 4 eee et zs 
‘ a Mp Red oR “aa 
‘ Advertising agents will be 4 = if — - TF i t 
held ible for the bona —— oe ny s 
‘ fideo oh oh mail exter eiver- : +f 
A tising in B.B.C. publications, og nf 
if a recommendation of the : + 
by co «=dB.B.C.’8_ advisory advertise- J ze 
: yd ' ment panel is adopted. : j — - 
) ou 4 Ye ee 4 3 
7 ‘ _ q ‘a a I | ae 
A PT 
Et co ee 
nn : 
_— 
. } ‘ 
| $ 
— 
a 
 #§ , 
= I C SE eee 
| “ . —“C;SsSCSCSCiéC 
: \ \ \ \ \ : \ —_ ~ = > . 


That’s where 
the moneyed 


people live 


these days go 
nit aa 
a 


On a council estate? 


That's right. 


Oh, I know it knocks a lot of deep rooted ideas on the head but it’s true 
for all that. I’m not saying they earn the biggest salaries, although 
some of them aren't doing so badly at that, and I agree that 
there are still quite a few people who are pretty poor. But taking things 
generally, whilst the purchasing power of the rest of the community 
has gone down, theirs has gone up — considerably. 


They pay low rents, of course. 


They certainly do. And in any number of cases there are two or more 
wage earners in the house. So when they really want something, they 
club together and buy it. Another thing. A lot of them work locally 
and pay no fares. 


And everything considered, I suppose the people living on this 
estate are a pretty good cross section of the majority of people living 
in Great Britain today. 


That's right, they're the mass market. The only market worth bothering 
about in my opinion. 


DAILY MIRROR 


S ;y 


With the highest daily 
net sale in the world, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in the 
history of daily 
newspapers at the lowest 
square inch per thousand 
space rate of all 

national dailies. 


When it comes to 
campaign planning, 
you must include THE 
DAILY MIRROR 
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aay ~Aeep the party clean .. 
BRAND NAMES d kgs lifeblood of advertising = says o—Z~s~ printed rates card? And what 
indeed, of all commerce ) will the N.P.A. be able to do 
A correspondent this week i iF the free world—is competi H. C. LONGLEY about that? 
“astounded” that Eric Gamage tion, but not competition un- head of H. C. Longley Lid., With only four-page papers, 
should have deprecated the in- stricted anil wncontrotied the Birmingham agency, ‘prestige alvertising, 1.1.P.A. mem- 
creasing tendency to brand = [' ie fei uncontrouve : { bers and a sellers’ market this 
merchandise and to fix resale . pra ee ‘a gy ae who writes this week's condition may well have seemed 
prices. In respect of branding = *’'"''™ =. ss like a bad dream to the advertise- 
his amazement will be widely = '''< a a We have GUEST ¢ OLUMN ment manager; but once cheaper 
shared. Price maintenance ib | > -¢ ent ae ane newsprint rolls uninhibited off 
a more open question. sta dards ~ y  s a. b ves. the mills, once the detergent 
Mr. Gamage based his objections = * d ~ = oe, yA department! (And by quoting cut and petrol wars are over, once 
on “interference with the free ‘©#'©'s [a e a ang rates to the agent's clients direct the agent-and-client honeymoon 
play of competition.” To = Piosress to-day on quality and the advertisement manager can in the new-found buyers’ market 


understand his contention one ey < mt 1940 th qo rates most often really start something.) is a little frayed, then there will 
must appreciate a divergence Pp: Be. at A et rr paeerd For some time now we have _ be plenty of odd spaces for sale, 
of interest between manufac- oprictors Association did muc enjoyed I mean enjoyed—and my friends 


to fix the advertising agent's n { ‘ | 
’ snefited from the agreeme ) Wil : 
turers and department stores 4 minimum wage. Prior to this there renefited from the agreement of ill you be buying them at the 
Ihe manufacturers wants to se were those among us—so | am agents not to cut commussions same price as me? Will the per- 
, his goods. So that customers redibly informed—who h d the and on the other hand, the rigid sonal call on Christmas Eve 
shall demand his goods, he ad- ©" Mer n ae chon with adherence of the press to their sway you away from the agency 
~ vertises them. So that he can - re of ais aihonts . All th published advertising rates. The staff party to take a front solus 
‘ ithe y ‘ is r ‘ * " 9 ry 
agent knows that he an ! mn Bo ) at 3 eC 
adv ertive .—* and aaa .~ resulted from uncontrolled com- th oo eres hn plore ry or a Bae Day at a “special 
they chal De secogmecs, of petition then we all signed ° <*> “'* Age Sen tac Sh  wooe 
brands them. Because he “_. : clients at the recognised price And to which of your three 


the N.P._A. Agreement on Agency 
COMMISSIONS. 


believes it essential to orderly 
distribution, and because he 


per inch The newspaper pro indigestion mixture clients will 
prictor is satisfied that the agent you offer it—and for how much’ 


. How fa as ; f , | 
dislikes price cutting, he fixes... ab tp I —_ oa is charging it to his client at the (By the way. some of those 
nd advertises a retail price. : peo 4 proper rate funny old-fashioned advertisers 
a s the war or an upsurge of clean oe 
vies oak tik tien be a Now to put it plainly, if am are creeping back again. with 
A guarantee “ ea - =a is ao oF an agency can be put on the stop free gifts, two for the price of 
ayer ing p ; ( c € ’ Cas - - 
Ihe department store is Pik Consequence To-day We are st by the N.P.A. for cutting com- one, all sent in plain wrappers. 
Ul itself. : bg mission, on what sort of a list Where have they been all these 
marily concerned to se whiter than the driven snow with shall we enter the newspaper years?) 
It wants customers to associate our “rate for the job.” So let us hich “ Fg a Me = i . 
the goods they buy, not with a now urn to the rate per $.c.i w _ oo Dig wy dic ally — -~. , es, - i ‘us continue to keep 
brand name, but with that of If it took the N.P.A. to help as it pieases, the prices on its ihe party ciean. 


label the goods with its own this and am grateful—who will it 


name. It may wish to fix it8 take to clean up those newspaper te, ? 
§ own resale price. space jobbers, once they start 
| When our correspondent asks, again? 


“What else is Gamages but a If a demi-semi-solus on the 


j the store. It may even wish t0 Clean up the agencies—-I recognise 


brand name?” he hits the nail Juvenile Delinquents’ page of the ‘ ; 
on the head. “Daily Strip” appears to be going @ The Wholesale Textile Associ- tising. Future prospect is 

| Public interest should be the  beveing. either because it is for ation is taking active steps that department shop pub- 
deciding factor. Here the case Ash Wednesday or the prospec- to impede advertising gift licity will develop even 
for branding is clear. Brand- tive advertiser has called a schemes. At least one textile further next year. 


ing protects the customer be- creditors’ meeting, which agent is 


cause it constitutes a guarantee peong to be “old-boyed” into firm has been asked to cut off oe 


News from the outer London 


of quality. taking it at 25 per cent off; and supplies of yo cloths being area is that some of the big- 
— on what basis does the benefactor eicis _— pile ord ger suburban stores are con- 
ER CONTEST select the unsuspecting benefic aye pciation sidering ambitious schemes 
POST. CON ary view is: “We are against gift to use the evening news- 
It is no surprise that world-wide : a meg oe oe an Se schemes when they cut across papers. 
interest is being taken in the {°° °T + Is — hex our members’ trade. They 
international poster competition ee en aan carters of the mean ‘dog eating dog’ and this © Extensive advertising by the 
promoted by the poster adver- = ay ne fer a contract is not a satisfactory form of furniture trade is expected 
tising associations. series of twelve. When the satis- trading.” to follow the announcement 
Thls ——— “gage y suc- faction of having achieved a @ Development of unusually of a Government D-scheme. 
ceed because it well com-  hareain wears off, the advertiser shaped display spaces is ex- Tax and price-grading will 
ceived and well publicised, The hes » doubt the sanct : affect th hol ail 
may begin to doubt the sanctity ected to follow the use of affect the whole retai 
prizes offered are large enough f the whole schedule. He may ow ” : picture 
to aftract good artists, the wonder if he has missed any Staggered advertisements 
theme provides scope for oh.) “bargains”: should he have in the Manchester Guardian ®© Growing response to mail 
original treatment, and the ‘ piclous mind he may even and Yorkshir. Observer. order advertising in Africa 
status of the judges ensures igine that his agent has ob This is a reflection of the is encouraging British manu- 
respect for their verdict. ‘ined “bargains” for other fact that there is more space facturers to consider the 
a to ate ties chents which 4 yn have for sale establishment of retail out- 
poster design « e8s id. or worse still, that there may ~~ ‘ aT : Hi ; 
value of colour tn pester ad- ve bean “heenaien” whish the @ New stores are reported to a = Nigeria and the Gold 
vertising, can be universally t enjoyed but which were be very happy with the oast. 
endorsed. ooked in the latter's accounts results of big-spate adver- ROUND TABLE 


FOR ENTERPRISE 
ORIGINALITY & EFFICIENT 
SERVICE 


STANDS FIRST 
AND FOREMOST IN TOWN 
AND COUNTRY 
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TEMPLE BAR 2468 HIGH HOLBORN wc 


General Maneger: G L. McLELLAN 
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artwork 
for advertisers 


N\ 


WE OFFER a first class studio service for all types of 


artwork. Fashions, still life, scraper board, showcards, 
booklets, etc. Quick service and reasonable prices. 


SEND FOR BOOKLET OF SPECIMEN WORK. 


studio sefton 


21 LEIGH STREET - LIVERPOOL |! 


*Phone :—Royal 8861-8 
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ADVERTISER'S WEEKLY 


THE FRUJADE CAMPAIGN—2 


HOWARD WADMAN, creative controller, Greenlys Ltd., daydreams 
and doodles as he seeks ideas for the advertising of Frujade. He 
concludes that presentation must be 


OBODY will win diplo- 

mas Of pass examinations 

by following my ap- 
proach to a creative problem. 
According to the text-books 
you ought to call implacably 
for all the facts bearing upon 
the product, and not until the 
last detail of marketing data 
has been digested should you 
put pencil to paper. 

But that is to assume that the 
brain does what it is told, and 
every creative man knows that it 
does nothing of the kind. It 
sometimes happens that the name 
and nature of a product have 
only to be outlined for images 
and phrases to begin forming in 
the mind. Naturally these have 
to be tested against all the known 
facts as they emerge, but it not 
infrequentiy happens with me 
that my first thoughts are my best 
ones, though no invariable rule 
can be set up 

There are two possible reasons 
why your first flush of feeling 


The Frujade campaign series, 


on October 23 with a “brief” to 
“The A.W. Advertising Agency” 
by R. S. CAPLIN, 

On November 20, PE —— 
RAY, F.S.LA,, will 


HOWARD WADMAN will dis- 
cuss in detail bis visuals and copy 
for Frujade advertisements. 


it can hardly be called thought 
—may be the most creative 
moment, One is that the most 
obvious solutions are the ones 
that come up first, and it is sur- 
pris ng how often in advertising 
the obvious ideas are the right 
ones. This principle may not 
apply in the case of a product 
with many nearly identical com 
petitors, where every reasonable 
and likely selling point has 
already been thrashed But it 
may well hold good in the case 
of a new product like Frujade 
which has a striking and unique 
feature. 

The second reason why first 
thoughts may weather all subse 
quent comparison and prove to 
be the best is that they are 
thrown up before the rationa 
mind has got to work. To admit 
that one still sets great store by 
intuition may sound like the 
purest “mumbo-jumbo.” Bu; | 
have a theory that in quite a lot 
of cases advertising has little con 
cern with truth and no concern 
with lies, but much concern with 


Bright and gay 


poetry—the kind of folk poetry 
which anthropologists call a 
Myth. 

Myths are mot created, I sus- 
pect, out of door-to-door in- 
quires and Nielsen figures, 
although these have their potent 
uses. They are created by men 
and women who have an instinc- 
tive sense of what great quanti- 
ties of people are hoping, fear- 
ing and thinking. The peculiar 
talent of the medium, if you like, 
only let his insight be checked by 
area tests wherever possible. Let 
the man with the hunch and the 
man with the Hulton Survey go 
into partnership, so that b 
end product is a happy medium! 

* - * 
With this ingenious attempt to 
forestall criticism in mind, let me 
the sequence of ideas 
that passed through my mind as 
soon as I read the memorandum 
on Frujade sent down by an 
executive of the A.W. Agency. 

First came a rush of colour, 
light green, yellow and pink with 
bubbles and stars in it, the sting 
of effervescence, the clink of ice 
cubes against glass. I saw frosty 
jugs with matching tumblers 
standing im a green shade near 
the tennis court, and young things 
in white spreading a picnic near 
their punt in a backwater at 
Henley. 

1 let myself dawdle and day- 
dream over this before turning 
firmly away from these siren 
images. For already two things 
were pretty obvious. 

The first was this. that the 
main point about Frujade is not 
that it makes a refreshing drink 

dozens of products do that 
but the way it makes a refreshing 
drink, in which it is absolutely 
unique. There is one question 
that cood advertising must answer 
about a new product, to wit, 

what IS it?” 

We must show, then, that the 
flavour of fruit plus effervescence 
are concentrated in a Frujade 
table, and that they are released 

» soon as the tablet is put into a 
elass of water. For a year or 
more that simple fact alone is 
sufficient theme, and if at the 
end of the period a few million 
~ople do at least know what 
Fruiade is and how it works we 
vhall have done a pretty useful 

b 

The second thing I felt in my 
bones—and it is implicit in the 
memorandum—is that Frujade 
will make its main appeal to 
families with children. Where 1 
hink the memo is wrong is in the 
issumption that because the 
makers claim that a Frujade 


drink compares favourably with 
a bottled minera!, therefore its 
field apd competitors are the 
bottled minerals. 1 do not believe 
that fizz is bought largely for con- 
sumption at home, and yet that 
is where Frujade will find its 
greatest use. It is true that these 
tablets will be useful on a picnic 
if you can find water, but they 
will be useless at sweetshops ana 
soda-fountains, and in almost 
every circumstance where you 
might normaily call for a mineral. 
(Query: Am I right in thinking 
that squashes, not minerals, are 
the soft drinks consumed at 
home? Ask the research boys to 
find out relative importance) 

I think Frujade tablets stand 
a chance of replacing squashes 
in homes where there are child- 
ren, because the kids will like the 
effervescence, and above all be- 
cause they wil! like the ritual of 
putting the tablets in water and 
watching them dissolve. Instead 
of the idyllic pictures that first 
presented themselves | now saw 
small, hot children rushing home 


“Keep your doodles 
represent the mind thy 
ore, or whether the 
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from school and clamouring in 
the kitchen for Frujade. They 
are given thick chipped tumblers 
of juke-warm water from the tap, 
and they sit on the step dissolv- 
ing their tablets, or partly dis- 
solving them and then sucking 
what is ieft of the fizzy disc. 

Such a prospect convinces you 
once again that realism is as fatal 
to the advertising business as it is 
to the theatre. We must address 
ourselves to people as they would 
wish to be rather than as they 
are. 

By now, the nature of the ap 
peal began to be fairly clear. The 
specific feature of Frujade must 
be demonstrated, but if we are 
to compete with squashes in the 
home We must convince parents 
that our tablets are pure, and tha: 
they represent a genuine concen- 
tration of the fruit essence. 
Parents will want to be reassured 
on that point, but I don't think 
they will believe that Frujade 
tablets are as “good for you” as 
a squash (price, by the way, is 
about the same, but the actual 
unit of purchase is Is. or 2s. com- 
pared with 2s. 9d. to 3s. 3d.). 

For these reasons, and because 
our target is the young in heart, 
all our presentation should be ex- 
tremely bright and gay. I think 
we should have a crack at design- 
ing our own fruit! Let us have 
a really fresh simplification of a 
lemon, an orange, grapefruit, 
raspberry, and put them on every- 
thing so that they become identi- 
fied with us. In Frujade adver- 
tising let it be always high sum- 
mer. with the atmosphere of a 
gymkhana, hot sunshine, flags 
and a brass band! 


You never quite know whether these hieroglyphs 
ing off useless material before it comes to the 
t flush may not itself contain a nugget worth 


| the later dredging.” 
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COPYTASTER went shopping last 
week. Here are his reactions to stores 
and their advertising. 


Q* fairly good authority | 
have heard that when there 
are several department stores 
close together like Barkers and 
Pontings in Kensington, or 
Peter Robinson, D. H. Evans, 
Dickins & Jones and Robinson 
& Cleaver near Oxford Circus, 
it is quite a commonplace for 
customers to bring back to one 
store for exchange a parcel that 
is quite plainly marked with a 
different store's name. Other 
customers will happily order 
goods in one store and make 
out the cheque to another store 
nearby They simply fail to 
distinguish between them. 

By the same token I can think 
of a score of shop windows in 
Regent Street, Piccadilly and 
Bond Street that are beautifully 
dressed but do not contain any 
where an indication of whose 


shop they are. Of course you can 
find out, by stepping back and 
ooking at the facia-board above 
the window. But you have only 

watch for a few minutes to 
see a dozen people look in a 
shop's windows, admire the goods 
and perhaps discuss them with a 
companion, and then pass on 
without ever a glance in the only 
direction that would tell them 
what shop the window advertised 

Such shops are all more or less 
anonymous. And the fault lies 
not only in an absent-minded 
window-dressing staff and an 
absence of noticeable name-signs 
inside: it goes much deeper than 
that The real fault is either 
that the shops have no particular 
personality, philosophy or chac- 
acter peculiar to themselves, or 
that nobody has ever searched it 
out, pin-pointed it and expressed 
it in the shop-windows and adver 
tisements You walk down 
Oxford Street and Regent Street 


The Voice of Kent. 
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The. County Paper of Kent 
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Advertisements preserve stores’ anonymity 


NovemBer 6, 1952 


The latest store to start advertising appears not to have made up its 
mind yet what kind of idea to implant in people's minds. 


and find a lot of shops, and one 
feels that with one or two not- 
able exceptions they are without 
individuality, happy to conform 
with the crowd, and well content 
if they are no worse than the 
shops next door. Even their ad- 
vertisements are so alike that 
without the name-blocks you 
cannot guess which belongs to 
whom 

To a considerable extent this is 
true of men's shops too The 
chains tend to copy each others’ 
shop-fittings and even window- 
dressing methods to such nn 
extent that they cance! each other 
out 

How far 
courage in 


can 
the 


originality and 
advertisements 
themselves correct this tendency 
towards anonymity and protec- 
tive colouring? I believe it can 
do a great deal, provided it does 
in some Way eXpress a positive 
personality or point of view that 


actually exists inside the shop. 
The original full pages of 
Selfridges and the long series of 
reader-advertisements signed 


“Callisthenese” are long forgotten, 
yet they created for Selfridges a 


reputation that has never been 
entirely lost. Even to-day. thirty 
and more years since the first ad- 
vertisements appeared, there are 


thousands and thousands of 
people who look upon a visit .o 
Selfridges as an adventure com- 


parable with going see Th: 
Tower or Madame Tussaud’s. 
During the last few months 


Bourne & Hollingsworth have 
been tackling the very problem 1 


am talking about. For the first 
time in many years they have 
launched an advertising cam- 
paign, and need to implant in 
women's minds a definite idea 
about Bourne & Hollingsworth. 


What shall it be? Do they want 
women to say “Let's meet at 
B. & H.? They always have a 
wonderful choice.” or “Let’s get 
it at B. & H.—their assistants are 
so helpful and patient” or “I 
want something really smashing 
and damn the expense. The sort 


of thing that B. & H. always do 
so well?” 

So far, I think, the advertiser 
hasn't made up his mind. The 
layout of this advertisement is 
certainly unusual and interesting. 
Nobody is going to mistake it for 
another store's advertisement. 
But is the personality there yei? 
Has the store’s philosophy been 
discovered? 1 rather doubt it. 
The arch remarks about the 
Lesser Shopbill in the top right- 
hand corner may mark the shape 
of things to come, but in these 
muted tones they scarcely strike 
one as setting the key-note for 
the campaign. The trouble ‘s 
that nobody has yet found a con- 
vincing way to say in one and the 


“A really 


fascinating 
strip advertisements designed to 


series of 


sell the shop. (See page 304} 
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CANADIAN ASSOCIATION OF BRITISH MANUFACTURERS & AGENCIES ~ 
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The Canadian buyer’s and importer’s daily reference to 
British products, their Canadian distributors and services 


Canada is a rapidly developing market. 
Industrialists and leading trade organisations 
realise that British products must be more firmly 
entrenched therein, and that better information 
and wider distribution are necessary. To this end, 
the Canadian Association of British Manufac- 
turers and Agencies (CABMA) has been formed 
jointly by the Dollar Exports Council, Dollar 
Sterling Trade Council, Federation of British 
Industries, National Union of Manufacturers, 
and the Association of British Chambers of 
Commerce. Iliffe & Sons Ltd. and Kelly's 
Directories Ltd. have together agreed to publish 
in co-operation with CABMA, an exhaustive 
directory of British products and distributive 


arrangements in Canada, the first edition being 
planned for June, 1953. Details for the directory 
sections are being collected by Kelly’s Directories 
Ltd. Enquiries for displayed advertisements in 
black and in colour should be made to Iliffe & 
Sons Ltd., at the address below. 

The CaBMA RecisteR will provide a powerful 
stimulus to Canadian trade. It will carry adver- 
tisements from most of the leading exporters to 
Canada and from their agents and supporting 
services. Early application is necessary to ensure 
adequate representation. Send now for brochure 
giving full details to the Advertisement Director, 
CaBMA Recister, Iliffe & Sons Ltd., Dorset 
House, Stamford Street, S.E.1. 


TO BE PUBLISHED IN JUNE 1953 by 


ILIFFE & SONS LTD., DORSET HOUSE, STAMFORD STREET, LONDON, 5.E.1. 


WATERLOO 3333 (60 LINES) 


AND KELLY’S DIRECTORIES LIMITED, 186 STRAND, LONDON, W.C.2. TEMPLE BAR 3464 
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, A vigorous drive for Canadian trade 
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Copytaster went shopping—continued 


STRIPS FOR A STORE 


same breath that goods are the 
last word in style and the first 
word in cheapness The two 
stories don't chime well together, 
and it is far better to talk style 
all the time and let the prices 
speak for themselves as a delight- 
ful surprise 

That Bourne & Hollingsworth’s 
campaign has caught competitors’ 
eyes seems fairly clear. 


D. H. Evans have produced a 
completely new series of really 
fascinating strip advertisements 


designed to sel! the shop rather 
than individual pieces of mer- 
chandise, and Peter Robinson 
have produced a promising layout 
for a disappointing editorial- 
style piece of copy Beginning 
with a reasonably lively intro- 
duction this very long copy be 
comes so flat-footed that one caa 
scarcely imagine any woman 
persevering to the end: “These 
brand new fashions by Rumonte 
ire to be found at Peter Robin- 
son at Oxford Circus (where all 
departments afe conveniently 
assembled on one floor) and 
Leicester Square (which is open 
all day Saturday). P.R.’s have a 
reputation for being firs in 
fashion with a wonderful selection 


of 


coats, suits and dresses at 
practical prices Individual 
inspection of every garment inp 
the stores ensures that the 
highest standard of quality is 
maintained.” This stuff reminds 
me strongly of a report by a 


government 
tories 


inspector of fac- 
“The guards on the mach- 
inery are the latest type. and very 


well maintained. There are two 
factory blocks—one at Oxford 
Circus where all operations are 
conveniently conducted on one 
floor, and the other at Leicester 
Square, where day and night 
shifts are worked. Individual in- 


spection of both male and female 
ablutions ensures that the highest 


standard of sanitation is maia- 
tained.” 

To wrap up such stuff in the 
garb of an editorial feature is 
almost a fraud upon the unsus- 
pecting readers. It reminds me of 
the day a client inserted into one 
of Haslam Mills’s most beautiful 
pieces of copy the well worn 
words “made under hvegienic 
conditions.” “What in God's name 


does the fellow mean by that?” 
asked Mills. “If there are roses 
round the factory door why on 
earth does he not say so”” 

* * * 


HAVING STARED for the last few 


months with a wild surmise at 
some quite outrageously silly ad- 
vertisements of socks drawn to 
resemble animals. it is a real 


relief to look at this Davyella job. 


I suppose some sharon operator 
with a slide-rule and a survey 
has discovered that men's socks 
are bought more often women 
than by men—or just a 
new trick or gimmick to make 
men read what is ostensibly not 
\\ 
bs 


for their eyes? At all events it 
caught my eye and with certain 
reservations I was delighted by 
it. 

The American flavour of the 
headline struck me as rather a 
pity. It would be just as effective 
to say “Will he need new socks 
to-morrow?” or “Is he short of 
socks this minute?” And I can’t 
help feeling that the copy rather 
begged the question about com 
fort. Surely the most important 
factor in comfort is whether there 
is a seam under the sole of the 
foot. No man who has ever worn 
socks with a really hard seam 
under the sole would fail to 
respond to the assurance that 


IS HE 
NEEDING NEW SOCKS 
» RIGHT NOW? 


2 


Dayella 
z 


“It caught my eye, and with cer- 
tain reservations I was delighted 
with it.” 


they will never find it in Day- 
ella, 

But this is still an excellent ad- 
vertisement. It looks like news, 
it is bold enough to catch -every 
eye, and it is the best specific 
reason-why copy for a rather un- 
inspiring subject that I have seen 
for a very long time. 

* . * 


From THe Export Review of 
the British Drug & Chemical 
Industries somebody has sent me 
something that I believed to be 
impossible— an all-text adver- 
tisement that could not be made 
more attention-getting and effec- 
tive by a suitable illustration. 

Consolidated Chemicals Ltd. 
have set up their copy in French. 
German, Spanish, Portuguese, 
English and Chinese—and | can- 
not imagine anybody whose eve 
would not be caught by the 
Chinese characters and thereafter 
held long enough to read the mes- 
sage in his own language and 
compare it with the Chinese ver- 
sion. The sad thing about it al! 
is that the “message” is scarcely 
more than an old-fashioned trade 
card. But the advertisement has 
gone straight into my curio-file. 
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* Bus advertising on the 
widespread B.£E.T. Federation 
network should have PRIORITY 
on every schedule —for these 
reasons. 


You get TRIPLE-COVERAGE 
B.E.T. bus advertising is carried into 
the densely populated industrial areas 
of Britain — Tyneside, Lancashire, 
Yorkshire, the Midlands and South 
Wales .. . plus the urban areas... 
plus the country areas. 


You get IMPACT 

at point-of-sale 

The B.E.T. bus advertisement is often 
the last advertisement seen by the 
* coming to town ’ shopper before he 
or she BUYS. 


“mobile 


You get CONCENTRATION 
in the right places 


The volume of B.E.T. bus advertising 

is automatically adjusted to the size Sui ort 
of its audience. Where the popu- 

lation is concentrated there is a 

greater number of buses. 


You get FLEXIBILITY 


The cost of B.E.T. bus advertising is 
LOW and there is no waste circu- 


lation, making it an effective medium 
for both large and small advertisers. 
e e 


Gets around to Millions 


The Advertising Department 


The B.E.T. FEDERATION LTD - Stratton House - Piccadilly - London - W.I + Tel: Mayfair 6886 
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THE MAN WITH A LOAD OFF HIS 
MIND. Not long ago he was scowling uneasily 
at a big print job that looked a man-size 
headache. Then he called in Charles and Read. 
That call brought one of the country’s best- 
equipped photo-litho services to his side. Nou 
he knows that every aspect of the job will be 
handled not only with skill but with enthusiasm. 
And what a difference that makes! He's yet 


another discovered that when 


CHARLES AND READ speak of service 


man who has 


it’s not just lip-service. 


LIMITED 


a good name for photo-(itho offset printing 


LANE, 


LONDON “ 2 PHONE HOLBORN 2082 
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Campaign planning: J. W. T. director 


describes his approach 


Answers to five questions 


an essential 


preliminary 


By J. D. FIELDWALKER 
director, J. Walter Thompson Co. Lid. 


( NCE a problem can be 
defined fully and clearly, 
you are well on the road to its 
solution. It is upon this defini- 
tion that we concentrate when- 
ever we have a problem. 

How do we start? 

We need information. Most 
manufacturers have at their finger 
tips and can release at once much 
of this information about their 
products, and about their selling 
and manufacturing methods. It 
however, that a client 
can give us all we need straight 
away So. after considering all 
the data supplied, we draw up a 
questionnaire listing (he items on 
which the needs facts 


i§ Very rare 


agency § 


This questionnaire sometimes 
seems formidable Its under 
lying principle, though, is exX- 
ceedingly simple. It 1s designed 


to give the planning team a back- 
ground knowledge of _ the 
client’s business and the detailed 
answers to five Dasic Questions 
The answers to questions 
apparently so simple, do in fact, 
provide a solid foundation for a 


these 


sound Strategy of persuasion 

1. What are we selling? 

2. To whom are we selling? 

3. When are we selling? 

4. Where are we selling? 

5. How are we s¢ g? 

At this stage the five questions 
are historical, covering the state 
of affairs up to the present. The 
questionnaire goes into consider- 


able detail. For instance, under 


“What are we selling?” there 
will usually be a wi series of 
questions dealing with the pro- 


duct from every po of view 
composition form size and 
weight of packag package 
design, prices and so on. This 
section also covers concep- 
tion of the product which the 
client has endeavoured to im- 
plant in the public Te 

“To whom?” dea's with the 


market, actual and 7 
the sex, age, income 
who compose it 


“When?” covers s 


tential, and 
c., of those 


sonal vari- 


ations as wel! as the > at which 
the product is used 

“Where?” deals w location 
and classifications itlets and, 


in general, a geographical view of 
sales 
“How?” covers se 


ng organi- 
sation and methods erchandis- 
ng efforts, advertising media and 
selling appeals 
All the questions are asked 
with regard to the client’s com- 
petitors as well as to his own 
business. When the questionnaire 
has been completed we know 


theoretically all that the client 
can tell us about his problem. 
In seeking to understand the 
client’s problem fully, the plan 
ning team are apt to raise further 
points. Often the client can give 
the answer-—-or consultation with 
libraries or authorities will supply 
it But if further planning de 
pends on a more precise know!l- 
edge of the market, client and 


A questionnaire, divided into five 
main sections, is prepared and has 
to be completed twice: First to 
give a picture of a product's ac- 
tual position as a result of past 
endeavours, and then to assess 
what the objectives of the cam- 
paign being planned are to be. 
This definition of the problem is 
the essence of the campaign plan- 
ning procedure described by Mr. 
Fieldwalker in a recent paper to 
the East Anglian Publicity Club, 
extracts from — are published 
e. 


agency may decide that 
research is essential. 
With the necessary information 
gathered, we ask ourselves the 
five basic questions all over 
again, but this time in the future 
tense. For example “What are 
we selling?” now comes to mean: 
“What conception of this product 


market 


do we want to implant in the 
minds of our audience: How 
ought it to be packed? In what 
units? At what prices?” and so 
on, through all the questions 
“To whom?” and “When?” 
and “Where?” normally give 


little trouble. Experience, though. 
has demonstrated the value of 
answering them with precision 

The question “How 
selling?” divides itself into two 
subsidiary questions, namely 
“What are we going to say?” (or 
in advertising parlance, “What is 
our platform?”) and “Where shall 
we say it?” (or “What media sha’! 
We use?”) 

Three main factors wil! deter- 
mine the selection of our media 

the nature of our market, the 
nature of our copy platform and 
the sum of money available 

Our marketing information 
will tell us such facts as the sex. 
age and class of our market. It 
will tell us where it lives. what 
it does, and from this information 
we can begin to decide through 
what medium that market is most 
cheaply accessible. Knowing how 
the product is distributed. we 
shall be able to avoid wastage 


are we 
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CIRCULATION | 
“GUARANTEE _ 


1950 


CIRCULATION | 
GUARANTEE 


il 
yi 
. 


GUARANTEE 


19S! 1952 


—so advertisers get more 
circulation than they buy 


IN 1949— 300,000 circulation. This year — 
a guaranteed 700,000 average net sale. And 
Reader’s Digest sales are still piling up. 
Our advertisers gain handsomely from 
this rapid rise. This autumn, for instance, 
they are getting about 100,000 circulation 
per month free. They've had a bonus, in 
fact, each year since The Reader's Digest 
accepted advertising —for the page rate is 
based on a conservative guaranteed sale 
which has always been exceeded. 
4,330,000 READERS « 
AT BARGAIN COST PER PAGE PER 1,000 
The Reader's Digest is edited to carry your 
message to fhen and women. It is read at 
home by 90°. of its readers—people of 


above-average purchasing power. No other 
magazine :eaches over 4 million readers at 
such low page cost per 1,000. Whether you're 
selling to men, to women, or to both, it’s a 
bargain. Only one magazine reaching more 
than 1} million women readers — including 
women's magazines —has a lower page cost 
per 1,000 women! 

The Reader's Digest is a “best buy” for 
many reasons —fast-rising circulation, in- 
tensive home readership, and competitive 
page rates, especially for colour; very few 
advertising schedules are complete without 
it. The proportion of advertising in the 
magazine is strictly limited, so space should 
be reserved without delay. 
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How 
The Reader’s Digest 
is a “best buy” — 


IN BLACK-AND-WHITE 


In cost per page per 1,000 readers, at 
rates current on Ist Sept. 1952, The 
Reader's Digest, of all magazines, is 
the -'capest for reaching: 


Over 4} million readers 

Over 2 million ABC readers _ 
Over a million AB readers 
Over 2} million men 

Over a million ABC men 

A million ABC women 
Nearly $ million AB women 


IN FULL COLOUR 


Less than 30 per cent above black- 
and-white! With this very low full- 
colour rate, see how The Reader's 
Digest compares in cost per colour 
page per 1,000 readers: 


TOTAL 4Colour Com 


READERS Page per 
thousand 
('000s) £ readers 


Picture Post 6,580 1,600 4/100 
Illustrated 5,840 1,500 $/2d 
John Bull 4460 = 1,320 S/lid 
Everybody's 3,540 1,100 634 


Reader's 
Digest 4,330 575 2/84 


WOMEN 4Colouwr Con 
READERS Page per 
(000s) £ readers 
Woman 4,790 3,000 12/6 
Woman'sOwn4,730 =. 2,100 8/ild 
Picture Post 2,930 1,600 10/Ild 
Illustrated 2,880 1,500 10/Sd 
John Bull 1,910 1,320, 13/10d 
Everybody's 1,540 1100 14/3 


Digest 1,770 578 6/64 


Survey 1952. The circulation of The 
Reoder's Digest hos increased by 
100,000 since the field work for this 
survey was carried out. 


SALLI ILLS 


The Reader’s Digest 


The Advertisement Director, 1 ALBEMARLE STREET, LONDON, W.1 
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advertising 
in areas where the product is not 
available to the consumer 

It would not be wholly true to 
say that the media plan is dictated 


| by the copy platform—it may be 


| do 


the other way round when other 
more important factors demand 
1 given medium But by and 
large the selling idea will be better 
presented in some media than in 
others 

You cannot begin to frame 
your media plan without knowing 
how much money you have to 
the job. A press campaign 
mlanned on an expenditure of 
£50,000 per annum could be a 
complete waste of money at 
£25,000. if the economy were 
made simply by reducing the 
space sizes and the number of 
insertions—but it might be pos- 
sible to do a “second best” job on 
a completely different media 
schedule 


Most profitable 
target revealed 


Having decided what kind of 
media you will employ you still 
have to decide on the selection of 
papers and poster sites available. 

By now the objective of the 
campaign has been defined. It 
may be desired to change such 
and such attitudes of such and 
such people; to promote a new 
habit of thought and behaviour; 
to intensify an old one and pro- 
Pagate it in wider segments of 
the market. Or the aim may be 
determined by a competitive 
situation, in defence or attack. 

Whatever the circumstances, 
the study of product, market and 
competition should by now have 
revealed the most profitable target 
at which persuasive power should 
be aimed—not always the obvious 
target, but certainly the true, the 
Strategic target 

It would seem obvious that you 
must adopt the consumer's point 


of view—appeal to his self- 
interest. But this is nor obvious 
to everyone A manufacturer 
may make a product knowing that 
he won't sell it unless it meets 


a human need and t! forget to 
appeal to a human desire in his 


advertising ht is portant to 
decide first of all what you are 
selling from the consumer's point 
of view 

How then is the business of 
moving people to buy products 
achieved? Many aticmpts have 
been made to list the basic things 
that make people d ngs. Lists 
of human desires hav en made, 
and lists of human ests. 

These attempts, though useful, 
are too general to gis reat prac- 
tical help. One gene division 
of people's range of est, how- 
ever, has proved valuable. 
It is this 

Paradoxically, people are 


moved or interested in the very 
familiar, on the one hand, and 
the very unfamiliar, on the other, 


They like old songs and old 


What comes first, media or copy? 
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plays, but they also like to see 
the fat lady at the fair 

Traditionally, advertising has 
exploited people's interest in the 
familiar. It has tried to make the 
product familiar by repetition 
Buz this is expensive. Repetition 
there must be, but repetition of 
something dull and not yet 
familiar has neither the appeal 
of the familiar nor that of the 
unfamiliar. 

For people are not interested 
in or moved by everything 
unfamiliar. Experience has 
taught that almost without excep- 
on, an advertising campaign 
must have news interest in order 
to have maximum effect. 

But what is news? It has 
never been defined satisfactorily. 
The nearest we have got to a 
definition is to say that there is 
news in anything desirable (i.e. 
interesting, stirring, advantageous, 
etc.); of which the reader has 
hitherto been deprived. 

Even this is not an ideal defini- 
tion because, while jt is a matter 
of fact whether the reader has 
been deprived of something, it is 
a matter of judgmen: whether 
that something is desirable from 
his point of view. Nevertheless. 
this definition has proved a use- 
ful yardstick. 

Where do you look first for 
news, in planning a particular 
campaign? Obviously in the pro- 
duct itself. It would be a waste 
of space to go further afield for 
your news if the product is both 
desirable to your audience and 
something of which they have 
hitherto been deprived. 


News in or 
about the product 


If there is no news in the pro- 
duct then there may be news in 
something about the product, 
or in the way in which it is manu- 
factured (though not so often as 
the manufacturer likes to think) 
or in its ingredients. 

If there is no news in the pro- 
duct and no news about the pro- 
duct, you must go outside the 
product for your news. There are 
many ways of doing this without 
being irrelevant, which you must 
not be. 

Testimonials, provided they 
have real relevance, are valuable. 
Thus it is appropriate for a 
beautiful film star to give a testi- 
monial for a beauty product. It 
is not appropriate for notable 
figures to give testimonials for 
everything under the sun 

A subject weak in news interest 
can sometimes be given news in- 
terest by being put into rhyme 
or dialogue. Jingles and lively 
conversation are themselves desir- 
able and can be used to tell an 
old story in a way the reader finds 


welcome, Finally there are the 
editorial techniques: woman's 
feature, picture-caption, short 


story, strip cartoon—these can all! 
be imitated in advertisements in 
order to impart the vital element 
of news interest. 
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The figure v7 and the facts 


THE FIGURE of the tycoon is The Economist’s symbol for matters of the day; and (2) buying space in The 
the kind of readership it achieves. He represents the Economist in order to bring their products to the atten- 
successful man. And in the past few years more and tion of others of their kind, 

more of Britain’s successful men have been (1) buying These two diagrams show the facts; and rarely can 
The Economist to keep themselves well-informed on facts have spoken more plainly for themselves. 


I AVERAGE WEEKLY NET SALES OF THE ECONOMIST SINCE 1947 
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MIDLANDS 


With these three papers on the schedule you can create . * 
the most powerful impression in the prosperous Midlands. The Birmingham Post 


The Post has the most influential morfing circulation, asa e. Ban! ae ee Sai Pe i 
The Mail has the largest evening circulation. The Dirmingham Mail 
_ Birmingham 
Weekly Post 


Weekly Post (Friday) is a family journal with a wide readership. 


38, New Street. Birmingham 
London Office. S88, Fleet Streei, FC 4 
Branches at Blackheath, Bromegrove try. Dudley, Kidderminster, Leamington Spa. Redditch, Tamworth Wais and Wolverhampton. 
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SPECTACULAR IMPROVEMENT IN LIVING 


CONDITIONS SINCE 1930's 


By DAVID PICKARD, 


of Research Services Ltd. 


The One Per Cent Sample from the Census of Population contains much useful 
marketing information. The difficulty, however, is to find the relevant figures 


and to interpret them. 


It is necessary to take into consideration many of the 


details of procedure—not given in the tables—if a correct picture of a particular 
In this article David Pickard sorts out some of the 
snags for the unwary and gives a picture of the Midlands market. 


market is to be obtained. 


A GREAT deal of interesting 
and important information 
for the marketing man lies 
hidden in the results of the 
Registrar General's | per cent 
Census sample. “Hidden” is 
the operative word; for who- 
ever approaches the Census 
will find his path beset with 
booby traps. However, we 
must be grateful for the Census 


closely the boundaries of the 
area covered in this survey. But 
later tables have had to present 
figures for the Registrar General's 
Midlands and North Midlands 
regions combined. 

Table | shows, as first glance, 
that the age and sex distribution 
of the population of the Midlands 
does not differ very greatly from 
that of the population of the rest 
of Great Britain. In fact, differ- 


I—DISTRIBUTION OF POPULATION BY SEX AND AGE 


Men Women 
Rest of Rest of 
England and England and 
Midlands Wales Midlands Wales 
3,746,000 19,671,000 4,912,000 21,512,000) 
Axe 
Under 15 25 24 23 21 
16-2 13 13 13 13 
25-44 32 30 30 29 
4-64 22 23 23 25 
65 and over a 10 ll 12 
100 100 100 1 
- - ences of this scale are quite large 
| Rest of England when percentages are turned inio 
Midlands a Wales actual numbers. Thus. for ex- 
- — — ample, there are 37,000 more 
Men 49 4s children in the Midlands than one 
Women i 2 would expect from the average 
100 Too for England and Wales. 
The two age groups most 
: ‘ A strongly represented in the Mid- 
~grateful, but e the same  jands are the under 15 group and 
time, rather careful. the 25-44 group. This is one of 
It is for this reason that in the aftermaths of the population 


presenting the Census results for 
the Midlands it has not always 


been possible to get al] the 
information to refer to directly 
comparable areas. In Table 1}. 


which gives the age and sex dis- 
tribution of the population. it 
has been possible to follow fairly 


movements of recent years. In 
genera! it was the active man who 
moved because he was young 
enough to learn a new skill in 
the developing engineering fac- 
tories of the Midlands, and of an 
age now to have children under 
fifteen 


Figures showing the proportion 
of people working in different 
industries are produced regularly 
by the Ministry of Labour, but 
an occupational breakdown 1s 
given for the first time in the 
Census. In some areas this has 
produced a few surprises (the 
exceptional increase in the num- 
ber of clerical workers for ex- 
ample), but for the Midlands the 
figures (Table 2) serve only to 
re-emphasise the importance of 
the metal industries, in which one 
in every five men is engaged 

The Census table which is per- 
haps of most immediate interest 
is the one which shows the social 


class of the male population in 
each of a large number of admini- 
strative areas. It recognises. five 
social grades, of which the first 
two taken together represent 
rather loosely the “middle clas- 
ses.” Table 3 shows the propor- 


tions of these social classes in the 
principal Midlands towns 


There are two main limitations 
to be considered in using this 
particular table in the Census. 
The first is that the class of an 


individual is determined by his 
occupation, and there are, quite 
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1l—PRINCIPAL 

OCCUPATIONS 
* 
Metal manufactures, engineering | 19 
Commerce, finance Bs 
Transport 7 
Agriculture el 
B painting, di | 6 
Professional and technical | 4 
Defence services 4 
Clerical 4 
Retired, or not gainfully occupied | 10 

Women | 

Personal services 7 
Clerical 7 
Commerce, finance ‘ 
Textiles and textile goods . @ 
Metals | 3 
Retired, or not gainfully occupied 4 


unavoidably, some oddities of 
classification (advertising agenis 
rank below nuns and tramway 


superintendents!). 

More important, however, is 
the fact that the figure for any 
town includes only those people 
who live within the boundaries 
of the administrative area of the 
town For some towns this 
makes no appreciable difference. 
since the administrative boundary 
and the limits of the built-up area 
are the same. But there is a 
tendency for the middle class 
residential areas of an expanding 
urban centre to develop outside 
the administrative area of the 
town and in an area which is 
nominally a rural district In 
such cases the social class figures 
given in the Census may be mis- 
leading 

In general, however, the ex 
tracts shown in Table 3 appear 
reasonable. A subjective assess- 
ment would probably have put 
Solihull near the top of the list, 
and Stoke at the bottom. There 
are some unexpected features 
that Grimsby appears so high in 


IIl—-PROPORTION OF MALES IN SOCIAL GRADES 1 AND 2 
IN PRINCIPAL TOWNS 


Town % 
Solihull 20 
Peterborough 22 
Oxfor 19 
Stretford 19 
Gmmsby 18 
Leicester 17 
Wolverhampton 17 
Newcastle-under-Lyme 16 
Northampton 4 
Worcester 16 
Birmingham C.B “ 
Coventry “ 
Derby “4 


Town * 


Dudley “ 
Nuneaton “ 
Oldbury “ 
Scunthorpe i4 
Walsall “4 
Lincoln 8 
Smethwick 13 
Chesterfield 12 
Mansfield 12 
Nottingham 12 
West Bromwich il 
Burton 10 
Stoke 9 
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MARKET SURVEY OF THE MIDLANDS 


and 
will be in 
this soctal 


the list. for example 
Nottingham so low. It 
teresting to compare 
class table with the income group 
table promised for a later volume 

and to compare both with the 
income levels index of the Mar- 
keting Survey of the United 
Kinedom 

The section of the Census 
which deals with households 
leads to controversial ground, A 
satisfactory definition of “house- 
hold” is not easy to achieve, and 
there has been some feeling tha: 
the definition for the 
Census was not necessarily the 
best. Certainly the total of 144 
millon households n Great 
Britain is lower than many people 
would have expected Neverthe- 
less the comparative figures in 
Table 4 give, comparatively at 
least, a true account 

The table thay in the 
Midlands households are larger 
than in the country as a whole 

This section also shows the 
Registrar General's Midland and 
North Midland Regions as hav- 
ing a population of 7,468,000 dis 
tributed among 2.253.200 house- 
holds The Region as a whole 
conforms fairly closely to the 
national! pattern so far as number 
of persons per and pos 
session of certain household 
amenities are concerned - although 


chosen 


shows 


room 


it still comes as a surprise that 
No less than 47 per cent of all 
Midlands’ households do not 
have exclusive use of a fixed bath. 

The tables also show the quite 
spectacular improvement in living 
conditions which has come about 
in the last 20 years. In Stoke, 
for example, in 1931 12 per cent 
of the population lived more than 
2 persons to a room. By 1951 
this had dropped to 3 per cent, 
or only slightly above the 
national figure of 2 per cent. On 
the other hand the proportion of 


IV—SIZE OF HOUSEHOLD 


England 
and Wales 
13,043,500 


Midlands* 
(2,253,200 


Size of house- 
hold 


| person 
2 persons 
$ persons 
4 persons 
5 persons 
6 or more 
persons | 

| 100-0 


100-0 


*Defined as the Registrar General's 
Midlands and North Midlands Regions. 


households not having exclusive 
use of both stove and sink is still 
as high as 25 per cent in some 
Midlands towns. 


POSTER SITE TRANSFORMATIONS 


== 


This transformat (ahove and 
below) adds dignity to the centre 
of Birmingham 


How outdoor advertising sites 
can transform an eye-sore into an 
amenity is more demon- 
strated in these two examples by 
Sheffields Lid., Birmingham 
The first example was (left) an 
ugly bombed site and is now 
(below) a colourful, tidy amenity. 
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Figures which count 


43,500 


copies of 
THE 


WALSALL OBSERVER 


are sold in an area of 


75 


square miles 


giving an AVERAGE coverage 
over the WHOLE CIRCULATION AREA of 


580 


copies per sq. mile 
COVERAGE WITHOUT WASTE 


For further information ring Walsall 2137 or 


314 


CENtral 3913 
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ELLIOTT ADVERTISING LTD. 
192, Broad Street., Birmingham 15 


TELEPHONE " ‘ 71 (PBX) 
TELEGRAMS VER { BIRMINGHAM 


Selling in the Midlands SOUPS 


NoveMBER 6, 1952 


Birmingham test scheme 
for new Nestlé’s product 


HE story of Nestlé’s soup 


promotion started in the 
Autumn of 1951 when it was 
decided to try out the new 


product range in an appropri- 
ate test area before launching 
it on a national scale 

Dolan Davis Whitcombe & 
Stewart Ltd. were appointed to 
handle advertising for the pro 
duct and the Birmingham 
Wolverhampton area was selected 
for the test. Operations were to 
begin in January 1952 

it was then estimated that the 
special salesmen detailed for the 
job would need six weeks to get 
adequate distribution in the 
selected area 

For this distribution phase, the 
salesmen were provided with 
special folders containing samples 
of the four new soups and setting 
out details of the advertising cam 


paign which would support the 
concentrated drive in the Birming- 
ham Wolverhampton area. 


Sample packs were left with each 
retailer (so that he could try out 
the soups for h and there- 
fore be in a good position to dis- 
cuss their merits with his cus- 


mse lf 


tomers) and a generous quantity 
ot point-of-sale material Was 
produced and distributed \ 


large number of window displays 


were arranged throughout the 
area 

To support the  salesmen’s 
efforts. and at the same time to 
foster public interest and curiosity 
n the new Nestlé’s products, a 
teaser scheme was undertaken 
during the initial phase. A series 
of 3 in. dic. teaser advertisements 
was designed along the lines of 


Nestié’s have something NEW. 
Watch for it'” ind these 
were inserted at twice-a-week 
frequency in the Birmingham 
Post, Gazette Mail, Evening 
Despatch, and in the Wolver- 


This half page 


colours 
campaign 


hampton Express and Star. This 
same theme was also used for 
outdoor advertising for which 
purpose some 230 16-sheet posters 
and 130 sets of double bus fronts 
were employed 

The teaser (or selling to the 
trade) phase was replaced in mid 
February by the follow-on (or 
selling to the public) phase. The 
broad plan was to create maxi- 
mum initial impact by taking 
full advantage of any half-page 
spaces available in the local press, 
quickly followed by 8 in. dic. in 
sertions at high frequency. The 
l6-sheet and bus-front positions 
were also retained, to ensure the 
strongest advertising effect 
throughout the period of the 
campaign 

The follow-on phase was itself 
divided into three copy stages 

“They're here! Delicious 
new Nestlé’s soups” . “Have 
you tried the del cious new 
Nestlé’s soups” All Birm 
ingham is cheering the delicious 
new Nestlé’s soups.” The same 
media were used as for the 
teasers, and all these publications 
subsequently carried weekly 8 10. 
d.c. insertions covering the second 
and third copy stages of the 
follow-on campaign. 

The test campaign was com- 
pleted by the end of March from 
which point work commenced on 
an analysis of the results and 
their interpretation to help shape 
future stategy 

The test campaign was highly 
successful from the points of view 
of both product and merchandis- 
ing data and actual sales achieve 
ments. So successful was it that 
within a very small space of time 
orders for soups were arriving 


from every corner of the country 

despite the fact that no adver- 
tising of any sort had appeared 
outside the Birmingham / Wolver- 
hampton boundaries. 
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followed an introductory teaser 
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Novemser 6, 1952 


for 


BIRMINGHAM, second city and greatest industrial 
centre of Britain, keeps many thousands of workers 
in steady and profitable employment: their large pay 
packets make Birmingham an exceptional market for 
advertised goods of every description. The buying 
habits of this prosperous community are very much 
influenced by the advertising columns of those estab- 
lished and popular local papers: the BIRMINGHAM 


GAZETTE, the EVENING DESPATCH and the SUNDAY 


the wernt, 


Leeds Office : . 
11, ALBION PLACE, LEEDS |. TEL: LeEEDs 24998 


MERCURY (the Midlands’ only Sunday newspaper). 
By using these newspapers for your advertising you 
make sure that your message goes right to the heart 
of a wealthy market—and at very economical cost. 
These are three of the 36 Westminster Press news- 
papers serving the country’s most thriving provincial 
areas. The big spending power of their readership 
makes the ‘Thrifty Thirty-Six’ ideal media for your 
advertising. 


- SIX 


for well spen appropriations 


eT A Thrifty Thirty-Six are members of the A.B.C.) 


ERNEST LUMSDON: Londof Advertisement |hrector 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEI: CENTRAL 3265 


Manchester Office : 
MIDLAND BANK HOUSE, 26. CROcS STREET MANCHESTER 2. TEL" BLACKFRIAnS 1930 
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the WOLVERHAMPTON area 
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Selling in the Miclands: FURNITURE 


1952 


MOVEMBER 6, 


ONE FACTORY 


A! the end of the war Row- 
land Hartrick Ltd. had one 
factory. They were making 
easy chairs and settees in a 
very limited number of designs. 
The plan was to sell them 
direct to the public through a 
single showroom in Birming- 
ham. 

Advertising, clearly, was an 
essential for the successful opera- 


tion of such a plan. White Ad- 
vertising, of ‘Birmingham, were 
appointed to handle the cam- 
paign 

The products were designed to 
appeal to the lower middle 
classes and upwards, and priced 
accordingly. One of the many 
advantages was that the public 


was able not only to inspect the 


furniture at the showrooms but 
also to have chairs and settees 
made, to some extent, to their 


Own specification, That is to say 
Hartrick’s allowed customers to 


select covering from a_ large 
choice and also to decide for 
themselves on such details as 


wing arms or straight arms, loose 
cushions or fixed, back rest or no 
back rest, adjustable or fixed 
seats and so on. The price re- 
mained the same 

The Hartrick showroom was 
situated centrally in Birmingham 
at the top of the Bull Ring. But 
its frontage was small compared 
to that of competitors and easily 
missed by the passer-by 

The agency's problems, thus, 
were three. To get the name of 


market. 


1d—that’s the “Times” 


Interest is kept 
ham by the in 


ve Birming- 
of new 


TO FOUR, IN 


FIVE HARD-SELLING YEARS 


the product (Lush) known, to 
stress repeatedly the address of 
the showroom, and to make it 
quite clear that this was the only 
outlet for Lush furniture. 

The first campaign launched 
was a teaser designed not only 
to attract attention but to focus 
on the name of the product 
Large spaces in the press in Bir- 
mingham, Wolverhampton, Sut- 
ton Coldfield, Leamington, War- 
wick, Redditch, Evesham and 
Tewkesbury, as well as selected 


hoardings—Solus wherever pos- 
sible — announced simply 
LUSH.” Later this was fol- 
lowed up with “Luxurious 
Lush “Lush News Very 
Shortly!" “Lush News Next 
Week” and finally, “Opening 


Fe ee SE a eee aes Semen, 1. 
Mease send Colour Brochure and Price List to— 


In Leicester the selling story stiil 

concentrates on the three funda- 

mentals: Name, address, “made 
to order 


November Ist. Lush Showroom 
” with the address and details 
of an opening offer. The cam- 
paign was established with ad- 
vertisements of the “Now Open!” 
type and later with illustratiogs 
of the shop and of products. 
For the size of the showroom 
advertising expenditure was high. 
The spaces used were consis- 
tently as large as possible, and 
the posters were 48 sheets. A 
similar technique was used two 
years later for the opening of a 
second showroom at Leicester. 
Double decker bus sides and bulk 
head panels were brought in in 
large numbers and, since tie area 
covered was now enough 
make this an economic proposi- 
tion, a technicolor film was 
made and distributed. Riiway 
van sites, bus ticket advertise- 
ments and, more recently, filmlets 
were also introduced. After the 
announcement of the opening of 
Continued on page 3/9 
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Selling in the Midlands: BEER 
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REACHING THE DRINKERS IN 
SHAKESPEARE’S COUNTRY 


ONE might imagine that a 
campaign for a product 
distributed almost entirely 
within 50 miles of its town of 
origin would be much easier to 
conduct than a national cam- 
paign. Gee Advertising find 
that their campaign for 
Flower's Ales presents as many 
problems, in choice and appeal, 
as any national accounts. 

Although Flower’s do have 
pockets of “foreign” distribution 
—in London and in Blackpool 
for example—and although their 
Special Brew (which made history 
as the first beer ever to be sold 
by mail order) is _ retailed 
throughout the country, their 
norma! distribution is confined to 
an area forming a rough circle 
of 100 miles in diameter around 
Stratford-on-Avon. 

There is. of course, no single 
advertising medium that will 
reach all customers, actual or 
potential, in this area and Gee's 
use almost ali media to reach 
them—posters. buses, newspapers, 
periodicals, and point of sale 

Poster sites are chosen as far 
as possible on approach roads to 
Flower’s houses in both town 
and country. But since many of 
them are famed country pubs in 
the glorious Cotswolds country 
there are few poster sites to serve 
these needs. Bus advertising is 
therefore used extensively to 
cover not only town routes but 
to carry Flower'’s message into 
the outlying districts. 

Flower’s bus advertisements 
are designed to blend as attrac- 
tively as possible into the general 
design of the bus. How success- 
fully this can be done is evident 
on the Stratford Blue buses, where 
the advertisements form an in- 
tegral part of the blue and cream 


te 


“The better the bitter.” the batter .... 


As he ited the bell o'er Guthield’s head 
The greater | fad oy 


powers 
| get my refreshing wtrengin from Flower's 


FLOWERS 
© Famous for ts Pavoar FANTAE! | 


Left: The consonants are constant, the vowels change. 
in the series follow the same pattern. 
natural for a name and for a headline. 


colour scheme of the whole fleet. 


(Flower’s have, incidentally, a 
monopoly of all advertising 
panels on all of these buses.) 


Advertisements in local daily 
and evening newspapers are re- 
inforced by insertions in sports 
papers and county weeklies. 

Outdoor advertising by its 
nature must normally be general 
in appeal Continuity with 
Flowers advertising in other 
media is achieved not only by a 
standardised presentation of 
name-style and slogan (“Famous 
for its Flavour") but also by 
tying-in. with posters of a general 
nature for Flower's ales. others 
that are in effect blown-up press 
adveriisements of a series that 
“cocks a snook” at public notices 

Flower’s brew many different 
kinds of beer and, since -it is 
necessary to emphasise a particu- 
lar kind from time to time, Gee's 
produce a series of campaigns for 
the different brews. There is a 
tendency for LP.A. to be a sum- 
mer drink and Shakespeare Ale 
to be a winter drink, and it is 
amazing how greatly drinking 
habits vary in districts only a few 
miles apart: one is almost wholly 
bitter (in the drinking sense, at 
any rate!) while a few miles away 
they are all “mild men.” 

And so there is a series of ad- 
vertisements for L.P.A.. another 
for Shakespeare Ale, a third for 
Flower’s Mild, and of course ad- 
vertisements for Flower’s Ale as 
such. In producing these different 
campaigns Gee's realised that the 
lowest common denominator 
must be the man in the four-ale 
bar; but this does not mean that 
the advertisements must be crude 
in their simplicity and the suc- 
cess of these campaigns with all 
customers proves that wit can 
“class barriers.” 


surmount 


BSS 
Any pe 
“ eee & 


“Here's a pot of good 
a hi beer 4 
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re gence wad w hele: > ~ 
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me 
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8 a Pores 
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All the “jingles” 


Right: Shakespeare was a 


STL advertising 


‘ 
\. GOOD ADVERTISING 


ADVERTISER'S WEEKLY 


a 


CREATING 


A GOOD IMPRESSION 


Wf you, as a manufacturer, 
wish your products to make 


= a good impression on the 

= buyers of to-day then it is 
eS vitally necessary that the proper aS 
SS / steps be taken to ensure that 3 


your publicity is conducted along = 
the right lines. 

Why not ask our advice on 
your own particular problem? 
We shall be pleased to 
help your organisation. 


agi * m 
j oe SS 


oer eee oS 15 KING STREET 

~ . WOLVERHAMPTON 
eS e 

TELEPHONE ©» WOLVERHAMPTON 


For FULL COVERAGE of 
NORTH WORCESTERSHIRE 


and 


SOUTH STAFFORDSHIRE 
You must use the 


DUDLEY HERALD SERIES 


(A.B.C. guaranteed net sales) 
Head Office: 
Priory Street, Dudley 
Advertisement Manager 
H. R. VINER 
Phone: Dudley 2424 


' London Representative : 
H. H. |. GIBBONS 

110 Fleet Street, E.C.4 
Phone: CENeral 7955 


EVER INCREASING CIRCULATION— 
1939—3,000 
|946—4,000 
1952—8,147 


COPIES WEEKLY A.B.c. 


The Coalville Times 


Leicestershire’s most popular and progressive weekly 


Head Office: HIGH STREET, COALVILLE. Tel.: 83-4 
London: ALDRIDGE PRESS LTD., 1S Charterhouse Se. Tel.» HOL 8655 
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Loughborough Echo 


CIRCULATING IN AN INDUSTRIAL 
A\D AGRICULTURAL AREA 


NET SALES 


13.430 


( A.B.C. Certificate) 


A LIVE PAPER IN A LIVE DISTRICT 


Kate card on application 


Head Office: LOUGHBOROUGH 


Tel. 4343-4 Telegrams: Echo 


CANNOCK CHASE 


STAFFORDSHIRE 


POPULATION 
OVER 65,000 


A House 
Goes UP 
The Tenant 
Goes In 
And So Does 
THE 
Rugby Advertiser 


Friday (20,080 A.B.C.) 3d. 
Tuesday (3,627 A.B.C.) lid 
DAVID L. CLACKSON 


Lenden: 6 FLEET STREET, EC4 
Phone CENtral 2626 


ILKESTON 
ADVERTISER 


LEADING LOCAL NEWSPAPER FOR 
ILKESTON AND DISTRICT, BUSY 
INDUSTRIAL TOWN WITH AGARI- 
CULTURAL NEIGHBOURHOOD 


CIRCULATION OVER 


10,500 
Estabd/ished /882 
Published Friday Morning 
BEST ADVERTISING 
MEDIUMIN THE DISTRICT 


HEANOR’ ROAD - ILKESTON - DERBYSHIRE 
Phone ILKESTON 174 


London Office: Salisbury Sq. House, E.C.4 


PUBLICITY 
y ange 


lished 1920 


Estat 
NATIONAL AND 
PROVINCIAL 
PRESS 
ADVERTISING 
CREATIVE DESIGNERS 
OF PRINTED PUBLICITY 
CATALOGUES, FOLDERS 
POSTERS, SHOWCARDS 
PACKAGE DESIGNS 


BOSWELL 


PUBLICITY L” 


Accredited Advertising Agents 
BILBIE ST. NOTTINGHAM 
TELEPHONE 41358 
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Advertising in the Midlands: ROAD SAFETY 


Nothing tangible to be 


NYONE who has seriously 
considered road safety ad- 
vertising will appreciate to the 
full the task which confronted 
the Birmingham Accident Pre- 


vention Council and their 
agents, L. Graham Browne 
Advertising Ltd There is 


nothing tangible to be sold, no 
payment is asked, and yet there 
is probably no more difficult 
task in the advertising world 
than trying to persuade the 
average member of the public 
to preserve what is his most 
priceless possession —his own 


life 


obstacle 


Perhaps the greatest 


er 


A DEATH EVERY 4 DAYS* 
on the roads of BIRMINGHAM 


iA “On Guard - Children” 
ee ee ee 


Pictures of well-known 
Birmingham were used 


streets in 
ro attract 


attention to the problem of road 
accidents 
to be overcome is the fatalistic 


attitude with which road-casualty 


news and statistics are received. 
‘I's a national disgrace—a 
wicked waste of human life—it's 


an inevitable result of modern 
civilisation!” are comments most 
frequently heard While many 
people are prepared to believe 
that their neighbour, their 
acquaintance in the next town, 
their friends with the car whom 
they met on holiday and the 
cyclist fiancé of youngest 
daughter will eventually fall 
victim to someone's carelessness 


on the road, they w)!! not for one 


moment admit that theirs may be 
the next name on the casualty 
list 


This then, was the problem to 


be faced. A certain amount of 
press and poster advertising was 
being conducted on a national 
scale by the appropriate govern 
ment department t was felt 


that this was rathe 
and that something w 
a little nearer home w 
Not the least of t 
was that road-safety /paganda 
had to be conducted without 
Pointing an accusing finger at any 


personal, 
h imterest 
s required 
ifficulties 


sold—only lives 


one section of road-users—in 
fact, the whole theme had to be 
a call for co-operation, rather 
than be a series of recrimins- 
tions. Other factors to be con- 
sidered were the need for simpli- 
city and a tie-up with the current 
national campaign for child 
safety Road casualty figures 
were also assuming such propor- 
tions, coincident with the increas 
ing number of vehicles on the 
roads, that it was felt that the 
“kid-glove” type of propaganda 
must give way to More forceful 
methods—though without resort- 
ing Quite to the melodrama of the 
famous “Black Widow” poster. 

It was decided that while 
exhibitions in local stores, road- 
safety lectures and other forms 
of propaganda ali played their 
part, the backbone of the cam- 
paign should be local press adver- 
tising. A series of advertisements 
was produced featuring photo- 
graphs of well-known highways 
in Birmingham, giving figures of 
potential fatal casualties based 
upon previous statistics, and call- 
ing for greater care by all road 
users. These advertisements pro- 
voked a good deal of comment 
not favourable in every instance 

but they had the commendation 
of being noticed and read. 


Ads. tied in 

with school quizzes 

The following year press adver- 
tising Was based upon that much 
maligned publication, The Hign- 
way Code, but presented in the 
form of a “quiz” complete with 
answers. This also prompted a 
great deal of comment and 
interest, particularly in view of 
the safety “quizzes” which were 
often held in the City’s schools 
at that time. It was considered 
that the advertisements had con- 
tributed in no small measure to 
the road-safety-mindedness of the 
City 

In order to retain the public 


roan safety [I)VA 


Me Dats terses te test peer 
wnomtenge of the HIGHWAY CODE 
es a arres 


! aor of . “= » a 
+ which ned ace dent 
) desaddie on the 
omned 
3 Osea rest (he low f be sounds 


Quizzes based on the Highway 
Code, with answers in reverse, 
were used in the second year. 
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I"Birmingham Mail” photo 

erected iti 

prominent positions in the City 

of Birmingham to bring home the 

toll of deaths. Press ads. took the 
same form 


Hoardings were 


interest the theme of advertise- 
ments was again changed in 1951. 
A simple statement of the pre- 
vious month's road-casualty 
figures was given alongside the 
corresponding figures for the 
previous year, the whole being 
enclosed in the traditional type 
of “In Memoriam” border, while 
below was an injunction to all 
road users to show the greatest 
courtesy to others (this a tie-up 
with the national road courtesy 
campaign) 

Sixteen-sheet hoardings bearing 
exactly the same message (but in 


attractive colours) were erected 
at \cntage points in the. busiest 
part of the city, and 30 inch by 
20 inch and 15 inch by 10 inch 
poster reproductions were distri- 
but every month to public 
authorities, the schools and to 
ndustnal organisations 


Ths campaign showing the 
month-by-month casualties is con- 
sidered to be the most successful 
to conducted in the City, 
arousing widespread interest. It 
is nor uncommon for a member 
public to telephone the 
Council on the second or third 
day of the month and inquire 
“Where are last month's figures?” 
It has also merited the interest 
and approval of the Royal 
Society for the Prevention of 
Accidents, and is likely to be 
recommended for use by other 
authorities. 

Birmingham has a reputation 
for setting the pace where road- 
Safety propaganda is concerned 
for it was here that the idea of 
a pedestrian crossings week was 
first conceived and put into effect, 
to be later adopted on a national 
scale 

Birmingham newspapers have 
also rendered invaluable assist- 
ance by featuring editorially 
many items of interest concern- 
ing road-safety. 

Success? Well, 
organisers are by nature over- 
cautious, for experience has 
proved that the slightest optimism 
over one month's casualty figures 
invariably results in an increase 
in the following month's. But 
Birmingham had the distinction 
in 1951 of being one of only 20 
towns or cities in Great Britain 
with a lower accident rate than 
the previous year, the reduction 
being 14 per cent 


road-safety 


SELLING FURNITURE IN THE MIDLANDS 


the showroom, copy plugged the 
fact that Lush furniture could be 
made to order at “stock” prices 
and was only available Lush 
showrooms Such phrises as 
“$00 patterns” and “100 alteraa- 


Come and hare tea at 
A SPECIAL 
EXHIBITION 


E 1s 
~~ Chains & savt® 
a 


URQUHART HALL, LZAMINGTON 
23th Feb. — int March 
Gpen daily 2-0 p.m. Teas 3-5 p.m. 

* Se ENTRANCE PEE: 
+ 30 CHANGE FOR THA: 
+ 30 OBLIGATION Te ary : 


Special exhibitions for the sale 

of Lush furniture were held in 

various towns. Press advertising 
was used to publicise them. 


Continued from page 316 


tive designs” were used to indi- 
cate the main selling point, 

To draw further attention to 
the showrooms, occasional] stunts 
were used. Live chameleons, for 
instance, were shown in the win- 
dow to tie up with a colour 
harmonising theme 

Another method of publicity 
used was exhibitions. The largest 
possible stands were taken at the 
Midlands Ideal Home Exhibition, 
the Birmingham National Trades 
Exhibition, the Home Life Exhi- 
bition at Leicester, and another 
show at Coventry, Private exhi- 
bitions were also put on in inter- 
mediate towns, such as Nuneaton 
and Tamworth. Church halls and 
similar sites were used and 
special local publicity such as 
directional posters, public infor- 
mation panels and local press 
was used. 

The weight of publicity was 
greater than is considered usual 
for such a venture. The expendi- 
ture was fully justified. In fact, 
Hartrick’s now make their pro- 
ducts in four factories and have 
just opened a third showroom in 
Coventry. And a fourth is to be 
added early in the New Year. 


ADVERTISER'S WEEKLY 


re a ae ea ae ee a ae ae tt ttt el 


THE TOP POSITION 


in the TOP wage Earning 
area of COALMINING 
and FARMING is held by 


Che 
Mansfield Reporter 


tat at ttl att tte a at aati 


-% 


Offices: 39 Church Street 


Mansfield 


TEL: MANSFIELD 67 


EXHIBITION 


The BROOK Projector shows up to 40 
treinutes of sound film in daylight, repeating 
indefinitely. Available on hire. 


POINT OF SALE 


The ‘AMPRO’ repeater—the projector in a sult 
case. Ideal for showing sound films of up to 10 
minutes t© small audiences—or in one man's 
Office. Film automatically re-wound. Price £242. 


SALES TRAINING 


The SOUND FILM 
STRIP projector 
with screen and 
loudspeaker ineor- 
porated. Simpl 
operation. Your 
toessage Memor ably 
presented to your 
representatives —or 
to the retailer 

Price £53.65 


For full information 


ase wrile to: The Saice Manager, 


SOUND-SERVICES LTD 


269 KINGSTON ROAl. LONDON, §8.W.19. TELEPHONE LIBERTY 4291 
Ap vale of the Film Producers Guild 
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NORWAY is ‘import conscious’, but— 


Assessment of market potential 
is an essential first step 


HIGHER level of imports 
of both consumer and 
capital goods may be expected 
in Norway The country 1s 
already one of Britain's firm 
customers, and British expor 
ters have been supplying 27 
per cent of total imports 
This makes the U.K. Norway's 
biggest single supplier If the 
position is to be maintained, how 
ever, and if Britain 1s to take her 
share of increased imports, battle 
must be joined, for Germany 1s 
already making 4 strong assault 
on what was one of her largest 
pre-war markets 
As yet, Norwegian trade has 
not been liberalised and import 
licences are needed. But the for 
malities are not complicated even 
for firms entering this market for 


the first time 

What is more important for 
these firms is the assessment of 
the Norwegian market and in- 
vestigation of the suitability of 


the product. Norwegian unport 
statistics (Statistisk Arbok) show 
the annual consumption in Nor- 
way of various types of products 
is well as the proportion mported 
ind the proportion produced by 
home industries. While this can 
give a rough and ready guide to 
the market potential, it is wise 
to call in one of several weil 
established market research or- 
ganisations wn Norway 

Assuming that there is in fact 
a market for the product the next 
before marketing plans are 
prepared, is to arrange local re 
presentation, Some British firms 
send their own representative out 


step 


from Britain, but the normal 
much better procedure is to 
ippoint a resident agent Most 


English exporters use, besides a 
head agent in Oslo, sub-agents in 
Bergen and Trondheim, which are 
the two towns next in size. Local 
sgents may already have channels 
of distribution at their disposal 
If not they will advise the selec 
tion of a wholesaler (if the pro 
duct is One for the mass market) 
Industrial goods ure, of 
best sold direct 

A local agent wil! also assist 
in the appointment of a local ad 


Advertising and 
selling problems 
in Switzerland? 


eourse 


By ODD BRAGLI 


The author, a member of the 
export advertising department of 
Hoover Ltd., is in this country to 
study British advertising meth- 
He is on a period of leave 
from the Fabritius agency in Oslo. 


ods, 


Verlising agency, a necessary pre 
luminary before marketing stra 
tegy is settled. The advertising 
igent should be left to conduct 
such formalities as registration of 
trade mark and slogans, this be 
ing 4 normal part of his activity 
He will need specimens of the 
exporter’s British advertising, in- 
cluding display material, pam- 
phiets, catalogues, and, if pos- 
sible, photographs of the product 


” E not only have to face 
import restrictions and 
recession in demand of con- 


sumer goods in our main mar- 
kets, but we find many of our 
customers for capital goods, 
whose credit is without ques- 
tion, not only cutting down 
their programmes for lack of 
finance, but actually unable to 
pay for plant already delivered 
and seeking deferred payment 
for that, and deferred delivery 
of plant on order.” 

This situation was described oy 
Lesiic Gamage, president of the 
Institute of Export, when he 
made a strong plea for more 
Government aid to exporters 

Speaking at a Liverpool meet 

of the Institute, he said that 
view of the “undoubted assist 
ince Our foreign competitors are 
eve —_ from their Govern 
ents, | think we must ask for 


ereater direct support from our 


BLICITA 


already in existence and original 
art work prepared for British ad- 
vertisements. With this material 
and a detailed bref from the ex- 
porter’s local representative he 
can put up a complete scheme in 
tone with the rest of the firm's 
advertising but geared to the Nor- 
wegian market 

Proofs should always be shown 
to the selling agent before being 
passed 

Finally here are a few facts 
about Norway and the Nor- 
wegian market, essential to any 
prospective importer 

The market is not enormous, 
consisting of just over three mil 
lion people or about 900,000 
households One-third of the 
population is concentrated in 
towns 
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These figures may well lead 
to an under-estimation of the 
Norwegian market. 

The standard of living is high 
and a tradition of consistent 
foreign prading has left a suscept- 
ability to new ideas and improved 
products. 

Norwegian people are indivi- 
dualists, and dislike being lumped 
together as “Scandinavians.” 

They like facts upon which to 
base their judgment of a product, 
but they do not like to be 
preached at. 

Factual copy with gay illustra- 
tions is likely to be a successful 
formula. 

Above all it is essential not to 
rush the public with sensational 
claims. 

They already appreciate British 
quality. Indeed “British” and 
“quality” have come to be almost 
synonymous. But this reputation. 
though deeply ingrained, will not 
live for ever. Under the weight 
of heavy German attacks on this 
market, and because of Britain’: 
own difficulties, there is danger 
that her supremacy may be lost. 
Hard selling is, of course, the 
first answer to the challenge. But 
the idea of a co-operative cam- 
paign associating the ideas of 
“Britain” and “quality” is worth 
consideration. Expenditure would 
be very reasonable, and good 
results are assured 


EXPORT INST. 


Government, particularly better 
credit facilities 
1 am not in favour of the 


various direct incentives offered 
by foreign Governments to their 
exporters—tax concessions, dol- 
lar currency concessions and the 
like-——which can only work uu- 
fairly I have never liked any 
form of export subsidy and I 
hope our Government may be 
able to secure their abandonment 
by other countries.” 

The exporting industries, how 
ever, did need more Government 
help in the matter of credit, par 
ticularly in contracts for capital 
goods, he said. With the passing 
of the sellers’ market in capital 
goods exporters had to face in- 
creasing offers of long credit from 
other countries, notably Germany. 

“Though a lot has already beea 
done by the Government it must 
allow the Export Credits Depart- 
ment greater latitude for this 
purpose.” 

Mr. Gamage also thought that 


Gamage (visio:s:) demands more 
Government help for exporters 


help should be given in the actual 
Gnancing of Weapon qostracts. 


SPEAKING during his tour of 


Canada, Mr. Mackeson, 
Secretary for Overseas Trade, 
outlined this four-point pro- 


gramme for increasing Britain's 
dollar exports: 

1. Allocation of dollars for all 
legitimate purposes, of effective 
and business-like export promo- 
tion; 

2. Deliberate favouritism by 
the Government towards ex- 
porters to Canada and the United 
States in the allocation of raw 
materials and other production 
facilities; 

3. Provision of better Govern- 
ment service to exporters; and 

4. Exceptional assistance from 
the Export Credit Guarantees 
Department. 

* * * 

THe Ontario Retail Hardware 
Association is holding its 48th 
annual Hardware and Houseware 


is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 
e\act estimates are supplied free and 
without obligation to you. 
Write to our fully equipped 
toreign Department, 
\ Avy. Benjamin-Constant, Lausanne. 
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qB 


wewnee OF THE 
auorr Sueta”u 
OF Cec ULATIONS 


OVERSEAS 
EDITION 


EUROPEAN 
EDITION 


Machinery Lloyd is 


MACHINERY LLOYD. « carvensisn piace, London, W.1 


on the export schedule — 


because . . 


MACHINERY LLOYD gives world-wide 
coverage for a wide range of mechanical and 
electrical engineering equipment 


and.. 


because MACHINERY LLOYD provides 
free supplementary services to its advertisers 
including—the forwarding of buying enquiries 
and Government tenders selected from close 
on 20,000 received every year—the free trans- 
lation of commercial correspondence from five 
major languages into English—an additional 
export news Bulletin—and assistance towards 
appointing overseas representatives, 


12,000 copies fortnightly to over 55,000 buyers abroad. 20°, Great Britain, 45% British Dominions 
and Colonies, 25% Central and South America, 5% Middle and Far East, 5°% U.S.A. 


12,000 copies fortnightly to over 65,000 buyers at home and abroad. 33§°% Great Britain, 
664°, the Continent of Europe, Turkey and the French and Belgian Colonics. 


LANgham 4204 


World wide advertising for the engineering industry 
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When 
Export Trade 
has to be 
promoted 
and sustained 
no other 
publication 


in the world 
can equal 


THE 
ILLUSTRATED 
LONDON 
NEWS 


W. J. COWAN” ADVERTISEMENT MANAGER 
Ingram House © 195/190 Strand * London W.C.2 
Temple Bar 5444 
David KITCHING, Northern Representative. 
4, Chapel Walks. Vanchester 
Telephone Blackfriars 4109 
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News Flashes from’,World Markets—continued 


Show in Toronto from February 
2-5, 1953. The show is open to 
manufacturers of all types of 
hardware, household gadgets and 
hand tools and will, say the 
organisers, be the largest of its 
kind ever held in Canada. 

* * * 


THe Brussecs International 
Fair will in 1953 be held from 
April 25 to May 10. The show 
is divided into 30 product cate- 
gories ranging from building and 
civil engineering to packaging 
materials, and from toys and 
games to chemical products. 

* * . 


A sounder economic outlook 
for Australia is predicted in the 
annual report of the Common- 
wealth Bank of Australia. Earlier 
inflationary pressure, says the 
report, has been reduced, though 
elements of instability remain. 
Present uncertainties might con- 
tinue for a few months, but the 
basic economic situation seems 
to be one of strong demands, 
especially in the investment field. 


* * . 


THe Paris weekly magazine, 
Paris-Match, has published the 
following circulauon breakdown: 


_ ‘ 

Provinces and outskirts 

North Africa and 
French colonies 

Belgium 

Switzerland ... 

Other foreign countries 

. * * 


THe ITALIAN journal Rassegna 
Grafica has organised a competi- 
tion among Italian printers and 
technicians for study and the 
execution of works. Its aim is 
to show the degree of progress 
reached by Italian printing estab- 
lishments, and L.500,000 will be 
distributed in prizes. 


o * * 


A “specific quantity of a mail 
order item” is the requirement of 
Exterminator Corporation of 
America, 15 South 2ist Street, 
Philadelphia. Quantity needed 
depends on the item. 

Exterminator are prepared to 
spend up to $100,000 in advertis- 
ing the selected product which 
should retail at up to $7. 

* * * 


PROVISIONAL FIGURES for the 
population census, taken in Chile 
im April, have now been issued. 
The total figure given is 5,915,000, 
which compares with 5,023,000 
when the last census was taken in 
1940. 

Greater Santiago now has a 
population of 1,277,760 

* * * 


MINIATURE MODELS of Mount 
Everest—smaller vers 
one shown at last s B.LF. 
are being used by Rolex Watch 
Co. in displays linking Rolex 
products with the Swiss attempt 
on the mountain. They are now 
being dispatched Cockade 
Ltd.. the makers, Geneva, 


Bombay, Singapore, Bangkok, 
New York, Toronto and Mel- 
bourne, where they will be dis- 
played in jewellers’ windows. 

* . * 


The Statist published with iis 
October 25 issue an economic 
survey of Italy. It carries a fore- 
word by the Rt. Hon. Peter 
Thorneycroft, President of ihe 
Board of Trade, and an introduc- 
tory article by the Italian Ambas- 
sador in London. There are also 
contributions from a former 
Prime Minister, who is now 
president of the Institute for 
Economic Research, from seven 
Italian Cabinet Ministers and 
from the heads of several of 
Italy's great industrial enterprises. 

. 


From INpia have arrived copies 
of the fifth issue of Sport & 
Pastime Annual, published in 
Madras by Kasturi & Sons Ltd., 
proprietors of The Hindu. There 
are 70 pages, 29 of them adver- 


for public departments. Imports 

of motor cars for private or com- 
purposes remains banned. 
* * * 


A coop picture of Netherlands 
trade may be obtained from a 
new book, I/mport-Export, re- 
cently published by ABC Voor 
Handel En Industrie N.V. 

Not only are firms listed under 
various product headings, but a 
not too complicated key gives an 
indication of their individual 
aclivilies. 

From the British exporter’s 
point of view, the section on 
general importers is of greatest 
interest, but in every other sec- 
tion firms are listed which 
specialise in the import of a par- 
ticular type of product. 

There are some 600 pages of 
closely packed information, not 
the least interesting of which is 
to be found in the advertisement 
columns. 

* * * 


THE DOLLAR value of August 
department store sales in U.S., 
seasonally adjusted, increased by 
8-5 per cent over sales in July, 
and was 4-6 per cent greater than 
sales in August last year. 

This good result has been 
hailed as the beginning of a 
boom which will last from now 
until Christmas, and which may 
equal the volume of retail sales 
during the buying spree of early 
1951 

Department store sales vary 
throughout the country. Sales 
in New York have been con- 
sistently lower than they were 
last year, While sales in such cities 
as Atlanta, Dallas and St. Louis 
have been higher. This is partly 
due to the fact that New York 
City derives little benefit from 
defence orders, and also to pe 
fact that the population in the 
south and west is increasing more 
rapidly than elsewhere. 
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\ 
“WORLD naar J 


will carry 
the advertisements of 


Shipowners 
Airlines 

Railways 

Ports 

Banks 

Ee Packing Case 

a Manufacturers 
Shipping and 

a Forwarding Agents 


to a comprehensive 


readership of 


Export Executives 
Export and Import Merchants 


Freight and Transportation 
Executives 


and all concerned with 
the carriage of Freight 


“WORLD FREIGHT” 


Editor Geoffrey Sutton 


Publication date of first 
issue — 20th Nov. 
Advertisement Manager — John Morgan 


the new allied monthly publication of 
‘TRAVEL TOPICS’ the first travel trade 
magazine in the world. 


185 Regent Street, London, W.!. Tel. GRO 88/1 


| 
| 
| 


_ Sudanese. This is a vast and eager market for YOUR goods. 


| 
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got 
ia 


Sell to the 


MODERN SUDAN 


Many British products are established in the Sudan. There 
is room for many more. Through the Sudan Star you 
reach not only the prosperous free-spending Europeans, but 
also a large and ever-increasing number of English-speaking 


For informative folder “What Gordon said,” and specimen 
copy of the paper, ‘phone Gerrard 0737 or write to Overseas 
Publicity & Service Agency Ltd.,29 Oxford St.,,London, W.1 


Sudan * Star 


The ONLY English newspaper in the Country 


TYPE NSA AIR BRUSH 


ACA-1 AIR 
COMPRESSING OUTFIT 


TYPE NSE AIR BRUSH PRESSURE saat 

It is amazing what a difference it makes to have the Air Brush af your 
elbow . . . Studios where Acrograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 
still more —in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost over and over again. Write for booklet (5H), giving details 


A b ROG RA Py of Acrograph Air Brush and 
Air Compressing equipment. 
AIR BRUSHES % For precise adjustment of air pressure ie 
THE INSTRUMENTS FOR FINER EFFECTS ot each studio bench. ee 
The Aerograph Co. |td., Lower Sydenham, London, S.E.26 he 
Telep/ Sydenham 6060 (8 lines) a 


Showrooms:— London, E minghem, Bristol, 


Glasgow, Manchester 
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Four Centuries of Gupe Iistory 


A Chart illustrating sixteen basic ‘Monotype’ faces arranged in their chronological order of design 
Compiled by Vincent Steer for the benefit of students who seek guidance in the Art and Technique of Mixing Types 


GOTHIC 


Old English Text 


‘Monotype’ Series 456. This is the modern version 
of the type used by John Gutenberg in h» famous 
bible printed in 1450 and is a good example of 
Textura. It was used by the early printers for all 
except Latin texts, which were printed in Fere- 
humanistica or Half-Gothic, a romanized form of 
black letter. English printers used Textura mght 
up to 1744, latterly for legal documents. The title 
of this chart is set in the Goudy Text and is the 
late F. W. Goudy's idea of what a Textura should 
look like Note the beautiful Lombardic Capitals 
which Goudy designed as alternatives to the regular 
Gothic capitals 


SCHOOL 


VENETIAN SCHOOL 


Veronese 


‘Monotype’ Series 59. This us a reliable version of 
William Morris's Golden type 


1470-1499 


The designer was 
inspired by Nicolas Jenson’s famous roman of 1470, 
but was led astray by the heavily-inked impressions 
of the 15th century and his type lacked the crisp- 
ness of the original 


Centaur 


‘Monotype’ Series 252. Bruce Rogers designed this 
fine roman by drawing frechand over enlarged 
prints of Jenson’s roman. He had the mner vision 
which enabled him to look beyond the prints and 
re-created the Yype with all the sharp detail of the 
basic original. The beautiful Chancery italic that 
mates with Centaur was designed by Frederic 


Warde 


OLD FACE SCHOOT 


Bembo 


‘Monotype’ Series 27° 


1499-1722 


This loveliest of old face 
designs ts based on the roman designed in 1495 
by Griffo for the great Venetian printer, Aldus 
Manutius, It is the first of the old face types. 
Claude Garamond’s copy of this face appeared in 
sat. The itahe ws based on the cancellaresca of 
Lodovico Arrighi, who was also known as Vicentino 


Garamond 


‘Monotype’ Series 156. This face commemorates 
the name of Claude Garamond, the first French 
typefounder. It is based, however, on a face cut by 
Jean Jannon in 1621 im imitation of Garamond’s 
famous masterpiece. The ttale has way swash 


capitals which were originated by Granjon 


Plantin 


‘Monotype’ Series tro. This ts a fi endered 
version of a 16th-century type Robert 
Granjon for Christopher Plannin, the | us prin- 


1450-1784 


ter of Antwerp. It has the full-bodied colour one 
associates with the heavily-inked impressions on 
damped paper of Caslon’s day and for this reason 
works well with the larger sizes of Caslon Old Face 


Caslon Old Face 


‘Monotype’ Series 128. This is based on Willham 
Caslon’s 1722 copy of the Dutch Old Face. Dutch 
founts of the day were based on earlier types cut by 
Garamond, Granjon and others. In the large sizes 
Caslon is a good type for headlines, but for body 
matter you are advised to use ‘Monotype’ Imprint, 
Series 101, which is a regularized version of Caslon 
adapted for modern printing conditions 


Ehrhardt 


“Monotype” Series 453. This is a revival of a style 
originated by Fleischman, a German typefounder 
who in 1720 initiated the vogue for large-face, con 
densed letters, useful both for verse and for news 
columns. While it shows modern tendencies it is 
still an old face and is in some ways the most im 
portant new book face since Times New Roman 
and should be very useful for advertisement setting 
The text of this Chart is set in 8 pt. Ehrhardt 


TRANSITIONAL SCHOOI 1702-1760 


Fournier Old Face 


‘Monotype’ Series 185. This is based on one of the 
types of Pierre Simon Fourmer, inventor of the 
French point system. Fournier modelled this type 
on the famous Romain du Roi, which Louis \I\ 
forbade typefounders to copy. It is representative 
of the first break-away from the old face character 


Baskerville 


‘Monotype’ Series 169. This is the ‘Monotype’ re 

cutting of Baskerville’s English round face, cut by 
the famous writing master in 1750. Baskerville, also 
had been influenced by the Romain du Roi, for he 
had visited Paris, where he no doubt saw the types 
cut by Grandjean, who was the Royal typefounder 
of France 


Bell 


‘Monotype’ Series 341. This face was cut for 
‘Monotype’ machines from historic punches which 
had descended to the foundry of Stephenson Blake 
from the famous 18th-century printer, publisher 
and letter-founder, John Bell. It has much in com 
mon with Baskerville, but is slightly heavier 


This Chart has been provided through 
kindness of The Monotype Corporation Lita 
who have set the type and grven the space 
THE MONOTYPE CORPORATION LIMITED 
ss-s6 Lincolns Inn Fields, London, W 4 
Head Office and Works: Salfords, Redhi 
Surrey. Registered Trade Mark: Mono tyrt 


MODERN SCHOOL 


Bodoni 


‘Monotype’ Series 135. Bodoni is the classic ex- 
ample of the so-called Modern face, originated by 
Firmin Didot in 1785. It truly expresses the spirit 
of the French Revolution. Giambattista Bodoni 
designed this face for limited editions requiring 
immaculate presswork 


Walbaum 


‘Monotype’ Series 374. This is based on a type cut 
by Justus Walbaum in 1805. Walbaum was in- 
fluenced by Didot and Bodoni and this rendering 
of his face has more charm and delicacy than the 
regularized versions of Bodoni and is, in fact, nearer 
in feeling to the 18th century. It was introduced 
into England by The Curwen Press. 


Falstaff 


‘Monotype’ Series 323. This is the finest modern 
interpretation of the original Fat Face designed by 
Richard Thorne in 1866, while the italic is similar 
to William Thorowgood’s Fat Face Italic, recently 
revived by Stephenson Blake. Its bracketed serifs 
are preferable to the triangular serifs of Ultra 
Bodoni. 


1784-1806 


EGYPTIAN SCHOOL, 


Rockwell 


‘Monotype’ Series 371. This is a 20th-century ver- 
sion of the Egyptian face, which first saw the light 
of day in 1815, the vear of Waterloo. No doubt the 
name Egyptian was a topical choice suggested by 
the discoveries of Napoleon's archzologists in 
Egypt. Other names for the slab serif character 
were Antique and Ionic 


1815 


SANS SERIF SCHOOL 


Gill Sans 


‘Monotype’ Series 262. This is Eric Gill's masterly 
interpretation of the sans serif character, first intro- 
duced by William Caslon IV in 1816. Gill’s parent 
face, cut in 1928, is nearer in its proportions to the 
classic capitals of the Trajan Column in Rome and, 
in fact, derives inspiration from the earliest Greek 
inscriptions 


Contemporary Types 


Twentieth-century types such as Times, Perpetua, 
Emerson, Lutetia and Romulus are not included in 
this historical survey, for they do not fall naturally 
into Venetian, Old Face, Transitional or Modern 
groupings. In blending these with types based on 
faces originated by the early masters, the designer 
must draw upon his own inner perceptions of fitness 
for purpose, with reference to the basic principles 
of harmony, proportion, contrast and emphasis. 


1816 
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Vincent Steer, type director, (,raham & Gillies Ltd. advises on a 


How and when to mix types 


A YEAR or two ago, the 
editor of a popular maga- 
zine asked me “How can I 
learn to mix types?” 

My answer was “Know their 
history, for only by acquiring 
an intimate knowledge of a 
type’s origin can you success- 
fully blend one face with 
another.” 

By mixing types we mean the 
combination of two or more faces 
of different weights and character- 
istics tO secure emphasis in 
straightforward text or to ensure 
novel and colourful emphasis in 
display. 

When emphasising certain 
words in the text, it is always best 
to use the italics of the roman 
fount, for these preserve the 
dignity of the page. If the client 
insists on bold face, it is custom- 
ary to use the related bold of the 
roman, Le. with Bembo text, 
Bembo Bold, with Times text, 
Times Bold. If there is no re- 
lated bold, one must perforce use 
the bold face recommended by 
the printer, which is made to 
work with the light face for 
machine composition If you 
choose another bold face. the 
words requiring emphasis may 
have to be inserted by hand and, 
even then, they may not align 
with the text. 

In display settings, however, We 
do not have to concern our- 


selves with these technicalities 
and the problem is one of choos- 
ing a bold face that will not clash 
with the light face. 

In arranging a marriage of two 
different typefaces, the match- 
maker must always keep in mind 
two broad principles. There must 
be effective contrast and historical 
relationship 

The safest and most harmoni- 
ous plan is to keep to one good 
typeface, gaining your contrast 
by the juxtaposition of large and 
smal! sizes, alternating lines of 
capitals with lines of lower case 
or roman with italic. Such a 
display, however, tends to become 
monotonous and life can gener- 
ally be put into a layout by the 
introduction of contrasting faces 
of different founts in order to 
gain variety and rhythm 

In using faithful reproductions 
of classical faces such as Caslon 
Old Face, Fry's Baskerville and 
Firmin Didot, there is not the 
same need to go away from the 
parent fount, for the old punch- 
cutters cleverly made the large 
sizes relatively bolder than the 
small 

When your major typeface is 
a member of a related group of 
typefaces, such as the Bodoni 
family, there is no need to use 
a contrasting face of a different 
fount. but care is needed in 
achieving contrasts. If, for in- 
stance, the body face is Bodoni 


Book, more effective results will 
be gained by setting the major 
lines in Ultra Bodon), keeping 
them rather smaller than if 
Bodoni Heavy were used 

There are occasions however, 
when the designer secks more 
subtle and novel combinations 
than those provided by a family 
and it is here that a knowledge 
of type history is invaluable 

The chart on the opposite page 
lists sixteen basic typefaces ar- 
ranged in their proper chrono- 
logical order of design Most 
other typefaces in our modern 
repertoire have been derived 
from these prototypes. They are 
grouped in seven schools 

Any one face in a group can 
safely be used with another face 
in the same group, and this also 
applies to the related bolds. For 
instance, with Bembo text your 
choice of a headline type can be 
made from any of the related 
faces of the other types in the old 
face group 

Any transitional face can be 
used in combination with any one 
of the modern faces or their re- 
lated bolds but, with the excep- 
tion of Baskerville which makes 
a good body face for Caslon, 
transitional types will not mate 
happily with types in the old face 
group. 

Similarly, Gothic headlines will 
blend with any face in the 
Venetian or Old Face groups, 


PON 


fglel 


VENETIAN”: Centaur(abone), 


the pre. Aijdine roman used by 


jas Jenson, in Vemce, 147 


SANS SERIP” was introduced as a job- 


beng face (orgrnally an caps. only) carly in 
the xix century. It is, of appears to be, of 
t thick Gill Sans is the nearest 


bal 


“OLD FACE”: First used by “TRANSITIONAL”: Basker- 
ville’s type of 1751 (‘Monotype’ 
recutting above), foreshadowed 


and others are modelied Aldus, 1495. The domunant style 
unui ¢. 1760; returned to favour 
after 1850. Note bias thickerung 


faPga: 


descender 


the “modern” design, 1785 


felel jldh: 


“MODERN”: Characterized by 
verucal thuckening which gves 
thin horizontal serifs. The eyie, 
invented in France in 1698, «es 
developed and perfected « 1 7%5 


portion of a Monotype Chart 


s 2 % 
THE SIX MAIN GROUPS OF TYPI 
7 This f 
shows serif formation, modelling and 
angle of stress of the six chief kinds 


devcender > of type 
or slab. Stress may be angular or 
vertical and the growth of the curves 
be gradual, semi-gradval or 
abrupt. 


“EGYPTIAN”: another monotone 
jobbing face, with serifs as thick os may 
main strokes. The exaggerated serfs 
perrut ascenders and descenders to 
be cropped to the bere qurumuem 


Serifs may be bracketed, flat 


These details determine the 


placing of other types in their correct 
groups. Right: The author mixes types 
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while sans serif types go well with 
body types in the Modern schoo! 
Copperplate scripts, being of 
18th Century origin, find their 
most suitable partners in the 
Transitional and Modern groups, 
while chancery italics and human- 
istic types such as Matura, 
Legend, Studio and Temple script 
are best mated with Venetian and 
Old Face types 
With the sixteen basic type- 
faces can be grouped other faces 
in their correct schools The 
characteristics of the basic type- 
faces should be carefully studied 
under a magnifying glass for serif 
formation, angle of stress and 
degree of modelling, i.c. whether 
gradual, semi-gradual or abrupt 
Here is a list of alternative 
typefaces of contemporary design 
grouped in accordance with these 
principles: 
Venetian School Cloister Bold, Horley 
Bold Italan «6(Old—s Style Display 


SUTUVAUAAAROOOOUYAAADLEUTVERRROP NASSAU ANRNARN UNOS 
ROMAN CAPITALS 
with Italic lower-case 


PERPETUA TITLING WITH BEMBO ITALIC 


ieeval 


ruggedness is secured by the use 
of Matura in combination with 
the loveliest of old face types 


MATURA WITH MATURA SCRIPTORIAL 
CAPITAL AND BEMBO 


Heavy Sans 
provides extreme contrast both 
in weight and character. 


GILL EXTRA BOLD WITH PLANTIN 110 


20th ( ventury re -legance 


is assured when you use this fine 
script in combination with Bod 


DORCHESTER SCRIPT WITH BODONI 


Egyptian 


headlines find their most legible 
text type in ‘Monotype’ Ionic 


ROCKWELL. EXTRA BOLD WITH IONIC 


LOVELINESS 


and charm find expression when 
you use this engraved old face 
with sophisticated Romulus 


IMPRINT SHADOW WITH ROMULUS 
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Learn more about 


Type Mixtures 


FROM VINCENT STEER’S monumental book 


PRINTING DESIGN AND LAYOUT 


HIS BOOK tells you all you want to know about layout, typo- 
f prem process work, paper, colour and the various forms 
of press and direct-by-mail advertising. The chapters on Drama- 
tising the Advertiser's Message, the Principles of Type Selection, 
and the Romance of Type Design will give you the essential back- 
ground you need to gain mastery over type. Sir Francis Meynell 
says “I have read many books on the subject and once even wrote 
one myself. 1 make no exception when I say that Mr. Steer’s 
seems miles the best.’ 428 pages, size 11” « 84”. 
HERE ARE SOME OF THE SUBJECTS COVERED IN THE 17 CHAPTERS 


TRAINING THE MIND TO VISUALISE LIMELIGHT OF LAYOUT TYPE 
DESIGN CALLIGRAPHY LETTERING POR LAYOUT USE OF PRINTER'S 
RULES TYPE CALCULATIONS DETAILS OF TYPOGRAPHY © DRAMATISING 
ADVERTISER'S MESSAGE CHOOSING THE RIGHT PAPER BOOK 
TYPOURAPHY COMMERCIAL TYPOGRAPHY TYPE SELECTION CHART 
46 COPY FTTTING CHARTS — INTERNATIONAL PARADE OF S00 TYPE FACES 


--------- —FREE EXAMINATION OFFER— - -—-———-——— 


To VIRTUE & CO., LTD. AW .. 9/1l Gray's Imm Road, London, W.1 
Please send me PRINTING DESIGN AND LAYOUT, in 1 volume. I will return 
t in one week of send you 10/- deposit and 4 further monthly payments of 16/- 
(Cash Price 47/6) 


Name 
Address 


Occupation 


on ee 2 (8g # 


EEVES | 


‘ 


s Cross 
ensington High Street, London, 


wel 
we 


Road London 


REEVES & SONS, LTD., @ k 
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How and when to mix types—continued 


riey 
om & 


Goudy Kenr Old Style, 
Vv muly 


Weary 
bb 


we Old = Style. 
Face Imprint 
Fast Heavy 
Face Planua 
‘ id Style No 
nes, Times Bold 
tua Perpetua 
j nulus Imprint 
Transitional §=Sche Baskerville Bold 
Bul me Colon Goudy odern 
Coch Nicholas Cochin, Scotch 
Roman 
Modern School Corvinus tamily, Elon- 
gated Roma t gated Roman Open 
Glamour = tamily Dorchester Script 
Marina Script, | a Bodoni, Tiemann 
Old Style, Tiemann Boid. Modern No 
0, Roman Compressed o. 3 «x 
wria Light and Bold Titlings, Thorne 
Shaded Fry's Ornamented, Stadi- 
vartus 
Egyptian School Beton family, Chats- 
worth, Excels ideal News, lonic 
Figar Karnak family, Luxor family, 
Scarab family Memphis group. 
Rockwell family 
Sans Serif School Exbar family, Futura 
family, Gil family, Cable family, and 
all square and condensed sans serifs 


and grotesque 

When using two or more faces 
in combination there must 
always be a strong contrast be- 
tween the sizes, weights or styles, 
One should not, for instance, use 
24 point Garamond in combina- 
tion with the same size of Caslon 
Old Face, as they would be too 
near each other in colour and 
design. On the other hand, a 
headline set in 36 point Caslon 
Old Face could well be con- 
trasted with a subsidiary line set 
in 24 point Garamond Italic. 

The sizes of the contrasting 


types used for the headlines will 
depend on the size of the space, 
their relation to the size of the 
text and on the lightness or dark- 
ness of the types selected) As a 
general rule, medium weight 
headlines should not be more 
than three times the size of the 
body. When using heavy weigbt 
faces such as Beton Extra Bold, 
Falstaff, Gill Extra Bold, Matura 
or Ultra Bodoni, the sizes should 
be reduced to twice the size of 
the body or smaller, but with 
light faces such as Baskerville, 
Roman Compressed No 3 
Romulus, or Walbaum Light, 
the size can be as much as four 
times the size of the body. Open 
letters, such as Gill Shadow, 
Imprint Shadow, or Thorne 
Shaded are considered as light 
face types. 

Similarly, when headlines are 
printed in colour the sizes can 
be increased, for it is a known 
fact that red, for instance, has 
only 50 per cent of the legibility 
of black. Headlines in delicate 
tints of blue and green can be 
five or six times the size of the 
text. 

Sans serifs and Egyptians in 
the heavier weights can safely be 
used with almost any body face, 
regardless of its school of design. 
for here the extreme contrast af 
colour brings into play the law 
of opposites. 


“MODERN PUBLICITY’ SELECTS... 


The ‘imaginatively creative 
and adventurous’ 


HE sole_ consideration 

underlying the preparation 
of the 22nd issue of Modern 
(The Studio Ltd., 
has been the selection 
from the mass of submitted 
material that which is an 
example of good advertising art 

and, write Frank Mercer, the 
editor, “good advertising art im- 
plies good advertising as well.” 


This is a considerable simp.:- 
fication of the aims which had 
been set in previous issues. The 
result of the shift emphasis 


has been the disappearance of the 
distinction between cultural and 


other ads., and the proportion 
of space allotted to commercial 
advertisements has as a conse 
quence been considerably in 
creased 

“Cultural advertising.” explains 
Mr. Mercer. “has but one task, 
its whole purpose being cultural 
Commercial advertising however 


wher funda- 
nust sel] the 


is governed by 
mental purpose 


one 


goods of its sponsors—and if it 
does not fulfil! that purpose, how 
ever good, clever naginative 
may be the contribution of artist 
or copywriter, it has failed.” 
This change in general con- 
ception has made Modern Publi- 
city a much better book. It is 
no longer a reference work for 
the few whose clients will allow 


them freedom and which to the 
rest was merely sent to tempt. It 
has become a practical guide to 
what is best in advertising art 
all over the world, and though 
one may quarrel] in detail with 
some of the selections, most of 
what has ben reproduced is of 
consistent high quality, imagina- 
tively creative and adventurous. 

A particularly useful feature of 
this year’s edition is the intelii- 
gent arrangement of illustrations 
so that comparable work is found 
on the same page. There is a 
spread of travel posters, for ex 
ample, and three of Games’s 
posters are contrasted with a fine 
one by Savignac. 

As in previous years, posters, 
press advertisements, direct mail, 
showcards and packaging are 
represented. 

A novelty this year is an article 
by “the man who pays.” an ad 
vertiser. Sir Harold Bowden. 
chairman of Raleigh Industr:es 
Ltd., and president of the Incor 
porated Society of British Adver- 


tisers, introducing the book. 
writes “Many enlightened 
manufacturers anpreciate that 


imaginative advertising is neces- 
sary to gain the attention of the 
consumer and to secure his 
patronage. Above al] they realise 
that integrity in advertising is 
essential to the maintenance of 
consumer goodwill "—E.M. 
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SES 
X, 


By taking space in the new Spanish language edition 
of LIFE, you are able to speak in their own language to 
between 100,000 and 150,000 of the most influential citizens 
of Latin America. With a population of well over a hundred 
million, Latin America is one of the great markets of the 
future for British andcontinental exporters. Its government, 
professional and business leaders—-many of whom are 
already regular readers of LIFE English Language edition 
—are interested in world events, eager to try the best of 
new products and inventions. And it is their example which 
influences the thoughts and actions of their fellow-citizens. 

If you have goods or services to market in Latin 
America, you will find LIFE Spanish language edition an 
excellent medium for advertising. Its first number, appear- 
ing on January Sth, 1953, will have an initial circulation of 
between 100,000 and 150,000 copies .. . and LIFE has a 
pass-on circulation of from five to ten readers a copy! 
Circulation is guaranteed at a minimum of 100,000 for the 
whole of 1953, and rates will not be raised before October Ist. 
At $1260 (£450) for a full page in black-and-white, 
LIFE Spanish edition gives you a fine entry to this 
profitable market. Please send enquiries to LIFE 
INTERNATIONAL, at one of the offices listed below. 


LONDON: 4 Dean Street, London, W! 

PARIS: 26 Rue de la Pépiniére, Paris Be 

BAD GODESBERG: Koelinerstrasse 7! 

ZURICH: Bellariastrasse 50, Zurich 2 

NEW YORK: Time & Life Building, Rockefeller Centre, NY 20 


Latin America... 
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Sell to the 


fop of the market in 


Guoranteed Circulation 


MEXICO 30,000 to 45,000 Argentina is not 
CUBA 1|5,000 to 22,500 included in this list, 
COLOMBIA 11,000 t0 16,500 | mse of the 
VENEZUELA 5,000 to 10,000 apebyek 
CHILE 8,000t012,000 | cnetish edision 
PERU 6,000to 9,000 will continue to 
URUGUAY 6,000to 9,000 circulate and this 
ECUADOR 2,500to 4,000 edition will also 
PUERTO RICO 2,000to 3,000 asill be on sale in 
BOLIVIA 2,000to 3,000 tae tl 
COSTA RICA 2,000to 3,000 which it has 


EL SALVADOR 2,000to 3,000 hitherto circulated 


Reach 100,000 to 150,000 
of the most important people in 
Latin America through 


INTERNATIONAL ee 2 
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Creative 
Sales Promotion 


The Astral Arts Group of Associate 
Companies offer a complete service 


for the design and production 


of modern Sales Promotion material. 


| Se Astral 


Arts Group Ltd 


Centralised planning, visualising and copy writing 


' together with over 50 leading designers 

and artists are at your service for creating 
selling publicity. A complete blockmaking, 
paper and print service ensures 


co-ordination between design and production. 


' MERCURY DISPLAYS LTD 

Design and construction for Display and Exhibition. 
Dealer servicing and storage. 

ATLAS PHOTOGRAPHY LTD 

Monochrome and Colour photography. 

Quality printing and giant enlargements. 

ANVIL PRESS LTD 


Editorial and Publishing for Technical 
and Prestige Brochures. 


ee De ere 


If our Organisation can assist you, 
please contact Group Director, W. Warner 


ASTRAL ARTS GROUP LTD 
171 NEW BOND STREET, W.1 
GROSVENOR 871! 
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HE SPOTS THE ESSENTIAL 
SALES POINTS, AND PRESENTS 
THEM IN A NEW WAY 


TZ OLTAN Glass never under- 

4 takes a job to which he 
cannot give his best. It is as 
simple as that 


Each assignment that comes 
his way, he regards as a per- 
sonal challenge. Here is a 
product, the advertiser wishes 
to market it and to impress the 
public with its worth. 

First, Glass examines it and 
asks fearlessiy-—has it worth? If 
it has, and the advertiser is will 
ing to spend large sums of money 
on advertisement spaces, then 
Glass is willing to spend large 
sums of time on seeking out the 
essential sales qualities of that 
product, and of finding new ways 
in which to present them. The 


advertiser pays not for plates, 
developer, hypo, bromide paper 
and lights -he pays for research. 


This extremely individual man 
approaches every shot with the 
methodical precision of a scien- 
tist. It is no use rushing into him 
with a boxful of new products, 
and saying “Here, tear me off a 
few quick shots of these for a 
catalogue-—I'|| wait while you do 
em.” He wouldn't It is no 
eXaggeration to say that he never 
approaches a camera until he its 
fully satisfied that the idea he has 
conceived is the one which will 
best sell the product; after that, 
he will experiment, devising half 
a dozen interpretations of that 
idea, But almost al! his work is 
done away from cameras. 

He may spend a day, two days, 
or even three—he has taken 
longer—in considering a photo- 
graph or series of photographs, 
before ever touching a camera. 
First, having convinced himself 
that the product is genuine he 


{4 shor by Brie 
Airley He fauior 
his work to fit } 


pockets 


clients 


seeks the basic idea. It may be 
an unusual background treat- 
ment, as in the memorable series 
of D. H. Evans colour posters. 
It may be an entirely new view- 
point. It may be hitherto untried 
lighting. Burt these are not tricks. 
They are all the result of deep 
study and years of patient 
research and experiment. 

Many men have tried to copy 
Glass, and all have failed to 
greater or lesser degree because 
Glass brings a profound inner 
understanding to his work which 
is not apparent on the surface. 
Other photographers try and 
copy his technique, without his 


PHOTOGRAPHY IN 
ADVERTISING 


by 
JOHN HERON 


knowledge of the reasons behind 
his unconventionality——and in 
that lies their undoing. For Glass 
is not the G.P. of photography— 
he is the Harley Street man. 

There is, however, a new devel- 
opment, Brien Kirley, unti] re- 
cently senior fashion photo- 
grapher of the Country Life 
studio, has now joined Glass, and 
works in a modest but well 
equipped studio on the floor 
beneath le maestro. 

What does this mean? Kirley 
was frank! “Jf people come to 


me with very limited budgets, I 
get them to ‘open up’ and tell 
me frankly what they can afford 
to pay, or what their conception 
of the value of the job is. 


Then 
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London Office: 107 FLEET STREET, E.C.4. (phone Central a = ! 
New Executive Offices 
ALEXANDER HOUSE 
| SHAFTESBURY AVENUE - WC2 
a | 
‘ | OUR TELEPHONE NUMBER REMAINS 
for AT THE TEMPLE BAR 2641 
\” CYCLE SHOW | 
c\\? EARLS COURT | ) 
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Five qualities Lowest prices 
Layout Pads 
Manufactured by Holborn 6245-6 


Colyer &® Southey Ltd. 
17-18 Tooks Ct., Cursitor St., E.C.4 


Nar aa 


MERCU RY DISPLAYS 


LIMITED 
DESIGN AND CONSTRUCTION OF 


EXHIBITION STANDS & DISPLAYS 


SILKSCREEN PRINTING ~ SERVICING » STORAGE 


171 NEW BOND STREET WI 
GROSVENOR 871! - 10 LINES 


WORKS - 394 YORK ROAD - SWI8 VANDYKE 3562 


R. P. GOSSOP 


LIMITED 
Artists Agents ° 
36 CARTER LANE 
ST. PAUL’S 
E.C.4 


CENTRAL 6950 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone FRO 1018, 10/9 


Photographic Illustration Ltd 
85 Cromwell Road, $.W.7 


ROTYPERS 
at a TE 
TYPESETIeR 


FOUNDRY 


MELPORD LANE 
STRAMD « LONDON + fC, 


enone, TYLs BAR tow 


| dilly showrooms 
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1 cut my coat according to that 
cloth.” 

Both Glass and Kirley believe 
that by trying to assist the client 
in the “economics” of his mar- 
keting problems, as well as the 
illustrating of his products, they 
are providing a oonfidence- 
building bond. Both are repre- 
sented by Artist Partners Ltd. 


A particularly successful use of this 
oversize photographic enlargement 
in window display which caught 


my eve this month was in one 
of Biro's windows at their Picca- 
Biro Swan Ltd. 


| had loaned their window to Oxal 


| woman wearing de 


| display packs, etc 


(England) Lid.. makers of de 


Farre untarnishable jewellery. 
De Farre also make the metal 
caps of Biro pens A large 


photographic panel of an elegant 
Farre jewel- 


lery was prepared by Hugh 
White's studios, and W. M. de 
Majo, consultant designer, Biro 
Swan, conceived a _ futuristic 
design of gloved hands. 
7. * * 
THERE IS PROBABLY no more 


successful exponent of large scale 
photographic prints for display 
work—window, exhibition and 
general point of sale—than 
Robert P. Hymers whose organ- 
isation introduced the Mattacol 
process, Mattaco! is a most fas- 
cinating photographic off-shoot, 
and a very pliable tool in skilled 
hands. The Robert Hymers or- 
ganisation specialises in 

(i) prints in line, “tone,” flat 
colour or full colour up to any 
size you can think of. I sawa 
photographic print from a line 
drawing, over twenty feet square, 
hanging on a “washing line”; 

(ii) quantity “runs” of prints in 
line, “tone,” flat colour or full 
colour, for showcards, travellers 
The methods 
evolved by Hymers are very much 
on the secret list, but it is a real 
convenience to know that if, for 


example, one wishes to have thirty 
or forty copies of an original full- 
colour wash drawing—say, a 
fashion sketch—perfectly copied 
without the expense of colour 
blocks, Mattaco] can do the job 
to perfection. 

A recent exhibition featured a 
series of paper transparencies by 
Mattacol which attracted much 
attention. A recent introduction 
is sheets of designs which can be 
used for Coronation purposes. 
either individually or in combina- 
tion with photographs, silk screen, 
etc. 

I was interested to see that a 
special section of the studios is 
devoted io the colouring of 
bromide prints, to a degree of 
finish suitable for direct conver- 
sion to colour blocks. This 
method, of course, as against the 
use of colour transparencies, per- 
mits more simple changing or 
correcting of colours, superimpos- 
ing of lettering, montage and 
other tricks of the layout man. 


* * * 


From Paris To Poland Street, 
W.1, is a far cry, and quiet voiced 
Evelyn Lees, who stil] retains the 
unmistakable accent of the bora 
Parisienne, has found that photo- 
graphy, through the years. has 
not always been an easy road. She 
now directs what she claims to be 
the only woman-owned studio in 
Britain specialising exclusively in 
commercia! still-life. 

“It is strange that there are 
not More women specialising in 
this type of work,” she says, 

“especially in catalogue illustra- 
tion 

Born in Paris of British parents 

her father a journalist, her 
mother an artist—Evelyn Lees 
became a photographer almost by 
accident, through her father’s in- 
ability to obtain precisely the 
type of photographic illustration 
he needed for his articles. In 
despair he bought his daughter a 
camera, and shut her up in an airy 
studio to learn how to use it. 

“I started in a Chelsea studio 

which cost me 15s. a week. 
charged 3s. 6d. for a quarter-plate 
shot, 5s. for a half-plate. I lived 
where I worked, in the studio . 
1 had no help. Those were the 
days!” Before opening her own 
studio, Miss Lees was 11 years 
with the Carlton Studio's photo 
graphic section. 


Typographica—6 

Main articles in the sixth issue 
of Typographica (Lund 
Humphies, 5s.) examines various 
kinds of type specimens availab!'e 
from founders and printers. The 
author, Geoffrey Dowding 
describes a design which he would 
like to see adopted for a standard 
range of specimen sheets 

Herbert Spencer contributes a 
note on the design of invitation 
cards. and Norbert Dutton exam- 
ines the case for standardisation 
of book spines. 
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Trade Buyers 


Published weekly by Trade Chronicles Ltd. 
Specimen copy and rate card on demand from 2 
180 Fleet Street, E.C.4 - Telephone: CHAncery 8844 


ADVERTISER'S WEEKLY 


Share... 


‘Old England’ shirts 
are well known for 


quality — but their well- 


known trade mark, too, has had its part in 


establishing their popularity. In using name 


and trade mark on their box covers, this manu- 
facturer—and many others—puts both to 
work at the \cry point of sale. A Sanderson 
Signature paper does it—why shouldn’t it do 
the same good job for you? Ask your box- 
maker for de‘ «ils. 


SANDERSON HWAKE 
Signature Papers 


se/s3 BE KS STREET, LONDON, W.:. 
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Soar 
FIRST 
CLASS 
Mechanised 
SCREEN 
PRINTING 


TELEPHONE - 


amy oe eee —— 


CENtral 4842 


BROWNSFIELD MILL 


GT ANCOATS $T. - MANCHESTER 4 
ASR : 


Mechanieal World 


AND 


engineer 


EMMOTT & 
21 
MANCHESTER OFFICE 


ENCINEE RING 


3) KING STREET WEST, MANCHESTER 3 


SILK SCREEN ARTS LT?) 


97 SHIRLEY ROAD CROYOON 
aoorscomet 8147-8 


SPEEDY SERVICE 


) EXPRESS » 
DELIVERY 


etre ol 
BILLPOSTIN 
pth ri 


a7 SPRING. eetT was w.2. 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, SW |! 
Tel. Nos. Bottersea 5300 & 4886 


photography 
advertising 


fact 


FULL COLOUR FACILIT 
Official Photographers to the LONDON 70\ 


26a BREWER STREET. W ! 
GERRARD 6665 and S868 


| 
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RECORD 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


Send for free specimen copy and rate card 


COMPANY 
BEDFORD STREET, 


LIMITED 
LONDON, W.C.2 


Ir. 


DIRECT MAILING 


TO THE 
MEDICAL PROFESSION 


A comprehensive, accurate, 
and up-to-date service 
offered by the publishers of 


MEDICINE ILLASTRATED 
212 SHAPTESBURY AVENUE 
LONDON, w.c.2 
Tel. TEMPLE BAR 


ORT 


EXPRESS YOUR INDIVIDUALITY WITH 


A PERSONAL CALENDAR 
SHOWING A REAL PHOTOGRAPH 
OF YOUR WORKS OR PRODUCTS 

DETAILS FROM 
GUYS of CARDIFF 
PORTMANMOOR RD., CARDIFF 
PHONE: 22963 
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BRIAN HILTON, who went to review Motor 
Show print, says this— 


U.S. JOB BEATS THE LOT 


OSI 


\ were 


“literature” 


car manufacturers 
stingy with their 
at the Motor Show, 
even on the opening ten- 
shilling day. On many stands 
it was kept out of sight and 
only produced on request. 
Once the crowd discovered 
there was a stock of folders 
a queue was 
until the pile was 
exhausted. 

1 doubt the wisdom of the 
of meanness on opening 
True, the majority of men 
rather spend ten bob on 
Motor Show than on 
theatre, but a 
yportion of them are 
They merit 
this respect 
des of battening 
stands at the 
Exhibition on a 
Saturday afternoon . particu- 
larly many stands salesmen 
were turning on the heat, 

The Nuffield Group were one 
of the few who evidently saw it 
my way. They had a selection of 
broadsheets and booklets openly 
displayed on the Morris, Wolse- 
ley, MG. and Riley stands. The 
other half of the British Motor 
Corporation, Austin, were one ol 
few exhibitors to print a fol- 
der specifically for the Show, and 
very good it was with full-colour 
pictures of half a dozen cars 
Anyone could pick this up, and a 
man was dish- 
under-the-counter broad- 
sheets as fast as he could go. 

Probably the most elaborate 
piece of print, was a 16 page bro- 
with full colour on every 
page on the Studebaker stand 
There was a pile on a table from 
rs were free to help 
themselves. This particular book- 
let typifies the difference between 


nol 
policy 


day 


seeing a show in a 
good prs 
buyers 
better treatment in 
than the hor 
children that storm 


Home 


cal 


as al 


ung 


American and British car adver- 
tising. It is tremendously enthu- 
siastic, like most American ad- 
vertising, and is illustrated with 
such conviction and confidence 
that the impact is terrific, Most 
British car print is restrained, 
almost matter-of-fact, though 
here and there enthusiasm breaks 
through—Morris, Riley, MG 
and Vauxhall are examples that 
come to mind. 

The Ford literature is a mys- 
tery. At the Show it was scarce 
in quantity and poor in quality. 
But then it has been poor ever 
since the war, Ford methods con- 
tain a great story, of interest to 
all car- minded men But Ford 
simply don’t tell it. That the cars 
sell without it is no answer. Ford 
owe it to their future to make 
themselves clear to their public. 
I backed up an inquiry at their 
stand by something more than 
casual interest in the Zephyr. 
The only printed material I was 
given was a scrappy folder, 
8+ x 34 inches, which didn’t 
answer my questions, and in 
which a specification was printed 
in 6pt. Gill set solid to the whole 
depth of a page. The salesman, 
too, seemed too conscious of the 
fact that there was a queue of 
customers 

Perhaps there wasn't time to 

roduce it, though the car must 

ave been about the works for a 
long time, but surely colour and 
more enthusiasm might have been 
put into the broadsheet for the 
new Wolseley Four Forty-Four? 
It is printed in black and sepia, a 
very restrained combination. The 
copy is distinctly pedestrian and 
most of the illustrations dull 

Clearly British car print as a 
whole is urgently in need of more 
vigour and fewer platitudes of the 
“gracefully styled for \ 
motoring pleasure” kind. 
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sq, cor bel Be Sroreny 


n a printing job 


Logically the first question to consid 


is “ What kind of paper?” So, wiicnever you are confronted 


with a problem connected with the design or production of print, 
don’t indulge in crystal gazing. Remember Spicers 
are at hand to give you the benefit of their knowledge. 


They have been connected with paper and printing for a very, 


very long time and have a wealth of experience to put at your disposal. 


to 


Telephone: CENTRAL 4211 19 New Bridge Street, London, E.C4 
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**DANCE NEWS”** 
readers buy — 

Cosmetics @ Hair Cream @ Shoes 
Smart Clothes @ Stockings 


RATE CAPD AND BREAKOOWN OF CIRCULATION 
FROM 


DANCELAND PUBLICATIONS LTD. 


76 SOUTHWARK STREET ~ LONDON: S.E.1 
Telephone : WATERLOO 3766 

27a OXFORD STREET - MANCHESTER 

Telephone : CENTRAL 5737 
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ADVERTISER'S WEEKL 


PHILIP HUDGELL 
‘NAGS’ STALWART 


Now entering on his 18th year 
as secretary of the Newspaper and 
Advertisers’ Golfing Society, Philip 
» will tell you that th- 
success which the Socicty enjoys % 
largely due to his very good com 
mittee But [| have a hunch that 
the very good committce knows 
when it has a very good man a» 
secretary, and gives him plenty of 
freedom of action 

The membership, approxaima:*iy 
170, represents periodical publish 
ing, national advertisers, and agents 
pretty evenly. And its quality may 


be gauged from the fact that the 


present «s Viscount Camrose; the 
vice-presidem, RB. B. Foster, manag- 
ing director of Colgate-Palmoliv. 

(his year's “ag Leslie Needham ; 


vice-captain, Masius; and 
the hon. treasurer, G. H. Dunbar, 
of C. & EB. Layton's. 


With such a membership there are 


many exceHent tr 
tended for. 
for La Coupe de Lapin (Rabbit's 
Cup) given by a number of players 
im that category. 


hies to be con- 
yself, | rather care 


Mr. Hudgell holds the amiabic 
doctrine, with which I agree, that 
sport in a ha a. business 
help each other. orisman 
is usually a good _ a fact much 
m evidence at the Society's well 
supported spring, summer and 


autumn mectings. 
Film star has ad. 
background 


THAT Brian Worth is successful 
in the role of a fashion house publi- 
city and advertising manager in the 
film “It Started In Paradise,’ now 
at the Leicester Square Theatre, is 
not surprising. Not merely has h 
advertising in his blood—for his 
father is, of course, Ulric B. 
w » director and advertise- 
ment manager, Daily Graphic and 
Sunday Graphic—but he himself 
worked with the J. Walter Thomp- 
son Co., Lid., after coming down 
from Oxford. 

Brian (this is his real Christian 
name) made his debut on the stage 
in “French Without Tears” and on 
the screen in “The Lion Has 
Wings.” He has since done well in 

, films, including “The 


Arsenal Stadium Mystery,” “Card- 
board Cavalier,” “Tom Brown's 
Schooldays,” and “Scrooge.” 


STERLING ARTS 
DERBYSHIRE HOUSE, ST. CHAD’S STREET, W.C1 
TELEPHONE 


... apply any technique to 
the design and production 
of display advertisements 


and printed literature 


TERMINUS 3067-8 


Sterling Arts 


34 


E arier this year I 
that Howard Barnes, copy 
Erwin Wasey, 
writer and 


reported 
hief at 
was a successful lyric 
music publishc His 
“Tulips and * was top 
British song for and tigured 
for many weeks on the American 
Hit Parade. Now his ballad: “My 
and Devotion” is among the 


than 200 new songs are 
published in the States every week. 
Competition is therefore so intense 


that most full-time professional 
American writers never have more 
than one song ap in the hits in 


their whole career. 

To achieve two in the same year, 
as Mr. Barnes has done, is a real 
success-story for the old country. 

Amusing side-line on this for 
advertising men: another American 
agency man, whose hobby is also 
song-writing, has written to Howard 
Barnes omting for his advice on 
“break in.” 

This, says Howard, is clearly the 
tail wagging the tin pan alley dog. 

* * 


Acheson likes 
this portrait 


Seen were with his picture of the 


U.S. Secretary of State, 
Acheson, is Ralph S. 
Now back home 
studio in the North of England, 
Mr. Coventry has spent a couple of 
years in the States. While working 
for the Brown Art Corporation, he 
did art work for the U.S. Armed 


Dean 
Coventry. 


with an agency 


Forces and for national advertisers. 
It was while he was with the 
Jamison Handy organisation, the 


documentary film producers, that he 


painted the portrait. Mr. Acheson, 
who received it a fortnight ago, 
was delighted with the “wonderful 
likeness.” 

Mr. Coventry found U.S. art 
matenals and equipment superb. 
The Americans excel in colour 
work, he believes, but British line 
illustration is unsurpassed. 

* * 
REDECORATION and re-organisation 
is nearly complete at the Wig and 


Pen Club which was taken over by 
Dick Brennan ecarlicr this year. 


Dick tells me that membership 
(open only to the legal, journalistic 
and advertising professions) has in- 
creased from 270 to nearly 800. 
When the 1,000 mark is reached 
new members are only to be 4d- 


mitted as “replacements.” 

The building in which the club 
is housed is one of the few in Fleet 
Street that survived the Great Fire. 
A Roman wall is offered as evidence. 
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Clifford Bloxham 
has many-sided 
experience 


Tue Advertising Creative Circle 
already owes quite a deal to Clifford 
Blo He has been its hon. 
secretary for four years, during one 
of which he was vice-president, and 
he is now its cighth president 

My guess is that the Circle will 
be even more in Mr. Bloxham’s 


debt a year hence. 
Few men can have had a more 
varied experience in 


advertising 

not merely in 
engince ring 
and store ad- 
vertising but 
in almost 
every aspect 
of agency 
work. 
pointed 
vertising man- 
ager of 
Lewis's, first 


pool, 
Wooltons 
pre-war days, 


he is con- 
Cc lifford Bloxham vinced hat 
retail store 


advertising is essential to an adver- 
tising man’s complete education. 

By the time one has interviewcd 
the firm's buyers, seen their new 
lines, prepared the display material, 
written the advertisement, gone to 
the newspaper office to make up the 
page, seen the goods are properly 
displayed, and watch them sold, one 
has learnt plenty! 

* * * 


Swortity to have his 2Ist story 
broadcast on the B.B.C. Children’s 
Hour is Robert E. Linney, 
Odhams Sales Promotion and Ser- 
vice De artment, where he is in the 
Press elations Office. “Bob” 
Linney was formerly with the Harry 
Ferguson organisation, and in addi- 
tion to his broadcast stories has 
written children’s books for Fergu- 
sons and for the Raleigh Cycle Co 
* * * 
W) ISE-CRACKING is an Ameri- 
can tradition, but the visiting team 
of sales executives to this year's 
Anglo-American conference pac« 
plenty of logic in their sallies. 
Two examples: Charles E. Love 
defines a “big shot" as “just a little 
shot who kept on shooting.” Eugene 
Mapel, from Pittsburg, quotes this 
retort to a sales manager who com- 
plained that his salesmen were 
“lousy”: “Who hired them? Who 
trained them? Who's lousy?” 


Contact 


WEEKS WISECRACK 


~ 


“...and this year I don’t 
want more than two or 
three of the creative de- 
partment working on my 
Christmas card.” 
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POT-D 
Bee EXAMPLE of one of Honore Daumier’s famous 
caricatures of bourgeois society first appeared in 
the French comic journal Charivar?. The title of the 
picture a pun on the name of the subject, Baron Joseph 


r, who was born at Marseilles in 1808, often 


celled | subjects in clay before drawing them on 


lithographic stone. His satirical drawing of King Louis 


as “Gargantua”, which 


was published in La 
Caricat 


That Daumier’s work continued to appear even after 


ure led to his imprisonment tor six months. 


his imprisonment epitomises the traditional freedom of 


In contemporary times the 


caricaturist continues to satirise public figures with no 


rance except the censorship of good taste exercised 


he Press itself. 


kE-NAZ 


Today the newspapers and journals of the free world, 
with their immense facilities for obtaining news and 


archlight of knowledge and 
} 


information, bring th 


comment to bear on wide affairs which otherwise 


might be conducted (and in countries where news is 
censored are so cond behind a curtain of secrecy. 
posal no 


ill- 


With a free press at h 
literate person need today be 
informed. 

published 


world are 


Many hundreds of new 
in many countries through: 
supplied with paper by Newsprint 


Division of the Bowater O tion 


~ THE BOWAT! & PAPER CORPORATION LIMITED 


GREAT BRITS rATES OF AMERICA wApe 


ausraatra aPRica wonwar sweoen 
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ADVERTISER'S WEEKI 


We Hear— 


THAT Beverley Baxter, M.P.. will THAT press guests of British 
sted § 


speak at the Incorpo European Airways last week flew 


Managers’ luncheon, Connaught over 15,000 passenger miles on i 
Rooms, on Wednesday, D ' augural flights. 
* * . * * * 

THAT Federico Sanchez Fogarty, THAT a transparent pack contain 
president, Mexican Public Relat ng a white carnation accompanied 
Association, on a visit to Lond an invitation to nearly a hundred 
has been entertained to dinner by representatives of magazines and 
R. LL. Wimbash, provident. ty u newspapers to attend a Percy 
of Public Relations, and other Trilmck dress show It was pre 


members of the Council pared by Norman Davis Ltd 
* * . * * * 
THAT The British Fed n of THAT Exmouth Chamber of Com- 
Master Printers’ appeal to British merce Information Bureau has 
printers to subseribe to the Brail received an average of SO letters a 
. Centenary Fund on behalf of the day and had 8,960 callers during the 
blind has already realised nearly first ten months of this year-—-an 
~ £6,000 increase of 26 per cent over the 
» * . * corresponding period last year 
THAT Achille Serre Lid., d nd * * * 
cleaners, hav ntroduced chlo THAT the advertisement of the 
phyll to thew Retex pro and County Chemical Co., Lid Bir- 
that posters, designed by Ki ingscott mingham, for their Chemico Hous 
Ltd., have been sent to the firm hold Cleanser of the Birminghay 
200 branches Mail of October 23, was linked ry 
* * copy and picture with the Claerwen 


* 
THAT Kenneth Horne, sales di Dam opened by the Queen on the 
tor of the Triplex Safety Glass Co same day 
Ltd., of Birmingham, London, and * * * 
Willesden, was guest-of-honour at THAT Sir Wolstan Dixie, manag- 
the Motor Industry cocktail party ing director, Austin and Dixie, Ltd, 


; 
it the Hyde Park Hotel exhibition and display contractors, 
° * * presented the prizes last Friday at 
THAT G. W. Godfrey, cxecutive the Dixie Grammar School, Market 
director, radio sales, of F. K. Cole Bosworth, founded 350 years ago by 
tid 


has been clected a Fellow of his ancestor, who was Lord Mayor 
of London in 1585 


the Television Society 


emi SS 


IN AID OF 


M.A. oo 
THE FLEET STREET PLAYERS 
ANNUAL SHOW 


“YOU CAN'T TAKE 
IT WITH YOU” 


A Play by Moss Hart and George S. Kaufman 


WILL BE PRESENTED AT THE 


FORTUNE THEATRE 
MONDAY NOVEMBER 17 - TUESDAY NOVEMBER I8 
at 7 p.m. prompt 


ORCHESTRA STALLS 10/6, 7/6 
DRESS CIRCLE 10/6, 7/6 
UPPER CIRCLE S/-, 2/6 


ALL SEATS RESERVED 


BOX OFFICE Miss D. M. Hewlett (Car! E 


Bedford) Ludgate House. 
Fleet Street, London, £4. Telephone: CENTRAL 2412 


BUY TICKETS TODAY 
for yourself and your staff 


Pri 
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nt Processes designed this window display for the British Legion featuring 
he work of Disabled Mens Industries 


Legion's newly opened extension to their Pall Mall headquarters. 


THAT Ce« a fruit squashes and 


dials being bottled a giass 
jug with a plastic screw-on lid for 
the Christmas season. The container 
can b sed afterwards as a milk 
vw wa ig 
. . * 

THAT Nanci Crompton, the 
American ballet star wh lew to 


England to appear in t Royal 
Variety Show, was taken round tb 
Motor Show by Auger & Turner, 
Lid She * appearing on show 
cards for their clients, British 
Vitamins Ltd 


, * a 
THAT Selfridges publicity manager, 
Geoffrey G. Young, was presented 
to Princess Margaret when she 
attended a charity ball in the store 
last Thursd 


* 
THAT Victor Becker, film director 
ind script writ 1s been appoinced 
xecutive director of programmes 


for Sponsored Productions, Ltd., 

“in preparation for the start cf 

ponsored television in this country.” 
* * * 

THAT th National Union of 

Journalists I dk nd Technical 


Branch is holding annual press 
ball is d of the Widows and 
Orphans Benev u Fund at the 
Royal Emy Society Rooms on 
Friday, Decemb 19 

; _ ol 


THAT the Liverpool store of Owen 
& Owen Ltd has opened a 


Baracu Shop yn the ground 
floor which i nothing but 
Baracuta ramw And 

. ‘ 
THAT M. Miller, managing director 
of Baracuta (¢ ers) Ltd., be- 
lieves that the id will open up a 
new field of development from ‘he 
sal nel 

* . w 
THAT an football results are 
» he given ev Saturday evening 
on Radio Luxembourg. The pro- 
gramme is unsponsored 


It is the first one to be used .a 
THAT. th an ion of Abram 
Games’s poste ati the Ben Uni 
Gallery, Portman Street, has heen 
extended for another week to 
November 14 

* * * 
THAT press officer for the Cy-le 
and Motor “ycle Show is Robert 
Williamson. ossisied by Miss Beryl 


Spence and Mrs. Verrall Bentley. 


* 
THAT the 


Managers’ 


their Christmas 


. 
Pres 


Assoc 


s 


110 


> 
Advertisement 


mn will 
luncheon 


t 
at 


hold 
the 


Connaught Rooms on December 15 


eee ECO OOOC OC i i er 


: ADVERTISING 
: DIARY 
: Friday, November 7 

r4 Pusiorry 

$ annual dinner 

° H ytel 7 ww pm 

Py Pumsiry Ciun ¢ 
4 Speaker Major Petti 
> Day organiser 

* tauram, 12.55 

. = y. November 16 


! 


Lonpo~ 


| sveveeeceeeseeceessosessesesesoseuessseseses® seeeeserese 


pm 
Women s 


Cius oF Swrrrre.o 


and dance 


Pusticrry Cius 
Viscx 


ADVERTISING CI 


“Let 
Mikado 


Grosvenor 


1. 

Pusuiciry CLUB OF 

F. Coulson on 
own faults.” 


Alfred 


~ GLASGOW 
Poppy 
Res 


grew 


Grand 


Hotel 


at 
Restaurant 


Gran 


OF LONDON. The 
unt Brookeborough 
f Northern Ire — 4 


yan BLICITY 


NOTTINGHAM 
"s look 


Munnines 


“Reminiscences and recitations.” 
Trocad 1 p.m 

Bra D> Pusiicrry ASSOCIA 
TION. Harry Bradicy is car 
ton age Midland H> 7pm 

FOENT ADVERTISING aon Su 
Hugh Casson on “Display and ex 
ibitions (educational lecture) 

Wednesday, November 

Mancuester Pusticrry Assocts 
TION luncheon. Speaker: Jack W 
Triges Cafe Royal. 1 m 

Thursday, November 13. 

Berks «np Bucks Pustrerry 
Cis Humphrey Chilton on 
“Commercial radi Royal Hotel 
Slough. 7.456 pm 


SPER Ree eee eee ee eee EEE ee eeeeeeee 
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Film tickets from grocers’ shops 


tT ‘ f film advertis- 

” as d for stirring up 
consum t st is reflected in th 
distribut plat f Cadbury Ltd 

The Bo ’ Story.” 

s 4% technicolor visi 

o Bourn’ Works will be 

shown on with another 

vf the t A films, “Drums for 
Holiday d audiences 

er B n ney wil 

b gun and con 

fed nas bean ther 

n ne kets will 

b if public through 

. 1 ifec ners 
Befo row me begins, th 


public will 


drinking a 


eating a chocolate bi 


Where 
Cadbury's 


will be two 


with the latest 


mm. arc 
lecturer w 


“The Bourneville 


made a 


ind Wolverhampton 


usually find themselves 
cup of chocolate and 
scurt 
cmemas are not available 
are re-introducing their 
pre-war Road Film Service There 
units—each equipped 
Bell & Howell 16 
type projecto nc 
Il be in attendan Th 
these shows wil! he th 
et 
Storv” has 
flying start in Worcester 
cinemas whe: 
has been queueing for 


the public 
idmission 
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*Tit-Bits’ format 
is changed 


With the November 8  issuc 
format of Tit-Bits has been increased 
in size, giving a whole-page space 
of 11 3) l6ths in. depth by 84 in. 
width. Sixty-six of the 77 advertise- 
ments in this issue are keyed and 
most of them are repeats. Net sale 
is now claimed to be considerably 
in excess of the January-June 
average of $22,570 

* * * 


There are 56 pages of editorial 
and illustrations and about the same 
number of pages of advertis:- 
ments, many of them in colour, in 
the Punch Almanack for 1953. Gay 
front cover shows Father Christmas 
seated on a rocket, coming down 
to earth 

* * * 

A Newnes-Pearson promotion 
folder announces a year's subscrip- 
tion Christmas gift scheme for 
Country Life, Riding, Homes and 
Gardens, Angling, Gardenmeg, 
Modern Woman, = and Joha 
O’London’s. Two grectings cards 
have been produced, one to be sent 


by the donor, the other by tlic 
publishers 
* * * 


To appear on December 6 is The 
Surplus Register, a  fortnigntly 
journal covering over 40 trades and 
devoted to the buying and selliag 
of surplus merchandise. It will be 
sold on a subscription basis «£2 
per annum) to manufacturers, 
dealers, merchants, wholesalers, and 
retailers A.l Surplus Register 
Exchange of London, are the pu>- 


shers 


New monthly 


A new monthly journal produced 
by Sawell Publications Ltd.. of 
London. is Time and Motion Study. 
First issue contains 40 pages, 8} in. 
x 54 in. on glossy paper between 
semi-stiff covers. Contents include 
articles, book reviews, letters and 
nearly 20 pages of advertisements, 
largely from makers of industrial 
equipment. Price 2s. 6d.. it is the 
accredited journal of the Institute 
of Industrial Technicians 

* * * 


With the October issue the official 
journal of the Office Management 
<<aciation chaneed its title to 
Office Management. 
> * 


Semi-stiff folders have been pro- 
duced to announce dates of the nine 
special numbers of The Tatler ord 
the seven special numbers of The 
Sketch to be issued in Coronation 
Year. 

* * 

The November issue of the 
British Legion Journal contains the 
publication's biggest ever advertise- 
ment—a double page spread for the 
Daily Mail. copy of the sue 
is being sent to every advertising 
agent in the country together with 
a brochure giving details of the 
Journal's Coronation issu next 
June 

* * 7 


November issue of MacAndrew 
Telegraph, published by Stuart Mac- 
Andrew (Engineers) Ltd. is a 
special issue to coincide with the 
Public Works Exhibition, now at 


Olvn Copies were distributed 
by s il people clad in Scottish 
dress 


side the Exhibition 
* - 


The dily Herald “Knit-a-Strip” 


compc m has been cancelled. 
> > 
Seri ion starts in this week's 
enlarg ‘-page issue of John Bull 
of Ado tler—A Study in Tyranny 
by Ale Bullock. Advertisements 
include 


r pages in full colour 
* . 


Five ons of Sporting Record 
ng circulated. These aie 


the Sor and Western, the We,sh 
and M ui, the North and North 
East ani Scottish editions, together 
with the special Forces edition 


For print buyers 


Edwa Mortimer, Lid., design- 
ers, pr rs, bookbinders, pub- 
lishers 1 stationers, have pro- 
duced monthly external house 
magazir Em. A magazine fer 
print bi s. it will demonstrate the 
use of ferent papers in each 
issue. S 8} in. x 6} in., the first 
issue hs 6 paecs. Em will spear- 
head its publishers’ own direct 
mail campaign, Editor is John W. 


Hazzlew ood. 
* * * 
Published the first of each month, 


price 6d., is Fact, the Labour Party's 
new magazine, 
* * * 
Another half-page in the Daly 


Mirror will publicise the December 
issue of Photoplay. 
. * * 

Two full-size plans, valued 5s., 
will be given away with the Christ- 
mas number of Aeromodeller 
> 


* 

Entitled Blackpool and the Fylde, 
Facts and Figures is a new illus- 
trated brochure of market data 
issued by the Z 
Evening Gazette and the Blackpool 
Gazette scrics. Holiday and con- 
ference facilities, industries, enter- 
tainments, clectricity and gas, 
schools, and retails outlets are 
among the resources analysed. A 
map shows the territory covered by 
the publications. 

. * * 

In a Soorting Record £100 prize 
competition readers are asked to 
identify four sports stars, whose 
pictures are published cach week. 

; * * 

National Exhibition Of Cage 
Birds and Aquaria—organised by 
Cage Birds and Water Life is being 
held again this year at Olympia, 
November 20-—22. 


Bid for tourists 


Eastern Tourist has been 
scheduled for publication for 22 
weeks from April 2 to September 
14 next year to publicise tourist 
attractions in the eastern half of 
Ireland. The publisher, Vincent J. 
Ryan, of 22 Farmhill Road, Dun- 
drum, Dublin, has previously edited 
other Irish tourist publications. 

* * * 

Special concession will be made 
to regular advertisers in the Journal 
of 


the Royal Sanitary Institute 
Coronation issue to be published 
next July. Full-page colour adver- 


tisements will be inserted on behalf 
of regular advertisers at cost price 
for the colour work plus the usual 
charge for a black and white inser- 
tion 
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I 
URGENTLY 
WANTED 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


Your 


ALLIE 


FOUNDRY 


Telephone : Mit 


METAL SMELT! 


Full Market Prices Paid 


HARRISON’S 


RS AND REFINERS TO THE PRINTING AND 
TRADES FOR OVER FIFTY YEARS 


E. J. HARRISON LTD. 
MILL GREEN ROAD - 


223!-1881-4054 Telegrams 


MITCHAM 


Destroying, Mitcham 


There 
arrange a short Chr 
Advertising Camp 


papers Group. 

The available space 
ted, and it is advisa 
make your resery 
now. 


INCH 


LATEST A.B.C. NET 
126,765 


Represented in Lond« 


WILL KITCHEN, Jnr 


Head Office LUTON. Phx 


is still time 


the Home Counties ' 


131 Fleet Sereet, EC4 Ce 


CHRISTMAS 
ADVERTISING! 


HOME COUNTILS 
HEWSPAPERS GROUP 


= 45/- 


“4 


Advertisement Manager. Clauc* 


_ GOODWILL PUBLICITY 


... in the shop . .. in the 
street ... in the market- 
place . . . in the home. 


Yes, LEARUBBER BALLOONS 
bearing names, sales messages, 


ares great selling medium—as 


many famous national Advertis- 
ers and their Agents know so 
well, Retailers like them . 

p 

7 


customers are delighted to have 

them they're colourful, can 

| be beautifully printed with any 
design or wording are ex- 
tremely low in cost. Write or 

‘phone for full details and novel 

~ ideas in ting utmost 
/ rf publicity 


LEA BRIDGE 
= RUBBER 
i WORKS LTD 


LEA BRIDGE, LONDON, E5 
1 / Telephone : AMHerst 5015/7 
%, Telegrams: Learubber, London 


‘om their use. 
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 & 
. oJ 
e AT A GLANCE e¢@ 
ACCOUNTS MOVING: 
Ortho Pharmaceutical Ltd. to Dudley Turner & Vincent Ltd. 
(campeign medical and pharmaceutical press); Peter Pan (Coats) 
W o } b ttl to Graham & Gillies Ltd. (extensive scheme in national dailies and 
m > DO London evenings. Stapley & Smith Ltd., makers of Stirling, Alpine 
Oo anin t te e to and Comfortex ladi es fashion lines, and MacDonald Waving ~~ 
; wakers of Coolcurl ‘rmanent waving machines to Auld 
sell Bonita sherry mabers of Costont geatanemt saving Madiines © 
New advertisements show fection of NEW ACCOUNTS: 
w nina he of B vy, have yeeN > . J . 2 
2 Peerless & Ericsson Ltd, (food machines and catering equipment) 
¢ - . : alized Cemberten 146. tor W. & A for Taylor Advertising Ltd. (trade and technical press); Friden 
5 oft ae ty fentecea Calculating Machine Co, Inc. for John Haddon & Co., Ltd. 
POP ayy appr Mes snk hc teenie. tadhae u nationals and specialised magazines in 1953); Tansole, new soling 
: he word She pref he pref it.” linked be naterna! for Tibbenham Publicity Ltd.; W. & J. George & Becker 
“ h rent Gylt { ’ gan “You'sl Glag Ltd. (laboratory equipment makers) for Crossley & Co., Ltd.; 
be glad you got Gill Belfast Collar Company (Faulat shirts). Gaston E. Marhbaix, 
Media for Bor h lef nal dailies My ; nachinery, and Commercial Plastics Ltd., for Mason-Peacock Ltd 
London vening s { par lilustrated gor 
Picture Post, Reveille. Woma 1! WH oman's Owa CilBEYS. ACCOUNT RELINQUISHED: 
The adv nents show ehtly slanted = Harry Hall Ltd. by Charles F. Higham Ltd. Steiner Beauty 
? Products by Osborne-Peacock Co. from December 31 
ia a . 
= lest campaign Napper Stinton Woolley Ltd. are NEW CAMPAIGNS: 
taking over the advertising for M . = a > 
j : oy Pray aridene Gowns Ltd. (Alfred Pemberton Ltd.), fashion trade 
for new pain Yorkshire Relish,” = manufac- 5... Hotels Executive, British Transport (Arthur S. Dixon 
tured by Goodall, Backhouse & Ltd.), nations: and Scottish dailies, Scottish weeklies and general 
relief tablets Co., Ltd., of Leeds. nterest macazines: Wetherall Bond Street Sportscloths (Erwin 
: i - a Wasey & Co. Lid), double-page spreads, colour and black and 
' ‘ “pe th it a 8 peg “4 ee Cadbury s canisters white, in Tatler. Sketch and Sport and Country, Hellawell Sports- 
wad { ' ' Cadbury's are making a limited wear Ltd. (Heslock Lid. (Leeds) ), record national campaign for 
Harrogate Pt Lid ofier of Bournville cocoa and Coronetion year: Anglo-Iranian Oil Co., Ltd. (S. H. Benson Ltd.), 
Rob S. Cay {R. 8S. Caplin Bourn-vita packed in 1 th. contair prestige scheme in class dailies and Sundays and weekly magazines, 
i Ltd., wh wndling th d ers which can be used afterwards Peacock Brand Madras Curry Powder (Wilcox & Co., Ltd), 
: g. sta \ o lat is kitchen canisters for suga womer s Magazines and display material, Lead Industries Develop- 
ry nave | d th y biscuits, tea, rice, coffee or cocoa ment Council (E. Walter George Ltd.), national and provincia! 
; Y d ts nf times To announce the offer Cadbury's newspapers and trade press; Cetanium cough syrup (Lambe & 
: os han asp aah : ~y pags _ _~ ’ Robinson Ltd), half-page and 11 in. triples in national dailies, 
? re mth campaign xpress and a 10 in »”y 4 column Metal 4; “ 
& inning n th Nottingham ar space in the Daily Mirror. London Bet fast oy ; —— Phere tc a - — - - 
i with cleven-inch triple col. spaces Press Exchange Ltd. arc agents Caplin Ltd.) ee month test-campaign in Nottingham area; Shore 
Sheets Ltd. (S. C. Peacock Ltd. (London) ), national campaign in 
1953 with colour pages in women’s magazines, and Radio Times 
and trade press 
OVERSEAS CAMPAIGNS: 
Sisco paints and Siscolin distemper (S.C. Peacock Lid. (Liver- 
pool) ), colour cartoon film for native markets and press scheme 
in Ceyson 


Champagne in Record scheme for 
cough syru 


baby bottles The campaign for the . Vick 


Blumenthals Ltd. sent a bottle of cough syrup, Cetanium, whicn 
- opened on Monday, is believed to 


Baby Lubin cha npagne to all tne 

4 national papers nagazines and be the biggest press campaign ever 
rade papers on Tuesday to an- —— for a product of this 
acunc ; troductio Mw te ature 
4 i = - . ae 5 Th ty . Half-page and Il-inch  tripies 
first time that champagne has been ire appearing in the Daily F xpress, 
sold in haby bottles in this Daily Mirror, Daily Mail, Dai's 


ountry hey iil at 4s. 6d Herald News Chronicle Belfast 
Telegraph and the British Medical 

Accompanying the Baby Lubin joupaat 

; ournal 
ene Eafe = ‘ a = A feature of the scheme is the 
precited . “~ Chriutn . "Mi see free samples, which the advertise- 
= . = a ments announce are available from 

ning Good Cheermanship with 


— hemist h nple ti 
notes on Winesmanship by Stephen fn. oe sample takes im 


form of a one oz. bottle 

Potter One hundred thousand of r } : 
> copy makes tl ‘ , 
these have becn produeed nd wil The copy makes the claim that by 


“prea h ae ghee having a lower than usual surface 
shortly be used as ms 
¢ as mailing Ssnots. tension, Cetanium penetrates deeper 


Na onal advertising is contem- than any other liquid into the throat 
plated next year when “production crevices. 
meets demand The agents are Lambe & Robinson Ltd. are thx 
Stuart Advertising Agency Ltd. agents. 


SHOE MANUFACTURERS DOUBLE ADS 


Leading shoe manufacturers re jagged piece of leather in the shape 


eived a brochure from the Nationi! of a guy. Alongside was the 

Association of ¢ Sole Manufac- slogan: “To-day is Guy Fawkes 

turers yesterday (Wednesday), Guy Day and—this guy is dangerous 

Fawkes Day He sends your costs sky-high 
With h t t of promoting 

wider acceptan nd use of ready- The Association has doubled its 

to-use leath les among shoe advertising appropriation this year. 


manufac s and repairers, the Agents: Reid Walker Advertising 
brochure ca d a drawing of a Ltd. 
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ADVERTISER'S WEEKLY 


Who visit 
CREEN ADVERTISING 
Inemas 2 >= 


they account for 16,100,000 
admissions. Of these 13,000,000 
10% are AB income grade. 

17% are C income grade. 
73% are DE income grade. 


In how many cinemas 


is screen advertising erm 


included in the programme? comet rete See 


There are 4,580 cinemas in 


These and many other interesting facts about the cinema and its audience have been published 
in a book entitled The Audience for Screen Advertising. It is based on figures drawn from the 
Board of Trade Quarterly Reports and on the findings of a series ot monthly surveys carried 
out on behalf of Theatre Publicity by Research Services Ltd. The techniques employed have 
been approved by an Advisory Committee on which both the Institute of Incorporated Prac- 
titioners in Advertising and the Incorporated Society of British Advertisers were represented. 


THEATRE PUBLICITY LTD - Serving Screen Advertisers 


HEAD OFTICES 124128 FINCHLEY ROAD. LONDON NW) HAM 4424 We ‘ALES & PRODUCTION FILM HOU‘: DUR STREET. LONDON, W1 (GER 9292 


‘ ~ Sei. By, Paap te : a ob ” Stee ee aaa ; - 7 ‘ PS a ek t= 
H \ \ \ ‘ 
. 
» NoveMBER 6, 1952 339 eC 
NEWS AN VIEWS No. 5 
# 
of 3 
: a 
& | 
° 
7 TAS 
3 = pea e 
<< i ear lies 
+ “Sa 
hem pet sag 
4-4 nae # 
‘ Net oi 
RS “3 
"4 } 2 
4 : | } 
¥ a 
—. 
3 . c 
= Di 
a 
j i eeeeeeeee—SC‘téisCST 
ge — 5 a ae oe oe : an a Bea <r 


ADVERTISER'S WEEK! 


They must plan 
house journal 


mopet t ’ B 


Federation { 


entn 


Mas ? 
Meda’ I 


Competition are asked 


annual Gold 


s cover and five inside 
printers house jou 
The B.E.M.P. believe t 

competition w 

competitors to make 

their jobs, give the 
opinion { 
and provide proof « 


trys adiiily to 


outside 


de vixe 
advertising Materia 
A gold medal wi 
winner in the open 
to the 


entrants 


silver meda 
class f 
with uncompleted 
There will also be 
merit 
Last 
1983 
The board of examiners con 
prises: chairman, J. Perry (Adams 
Bros. & Shardiow Lid), E. Sear 
Austin (W. H. Gollings & Ass 
ciates Ltd), H. D. Davy (D 
Bros Co 
(Alabaster 
Lid), and 
(W. S. Cowell 


entry date 


. 
New type stickers 
E. T. Humphreys, director of 
Pinnacle Posters Manchester 
has devised a method fi screen 
m tO plastic transpa 
nows which can be affixed to any 
shed surface without the use 
f adhesive 
can be 
series and 
ers pract ly mm 
» damage 


mater 


screen 


deteriora 
ning ns 
under any 


prop 
prope 


conditio 


SCARBOROUGH 


and 
District Newspapers 


SCARBOROUGH EVENING NEWS 
SCARBOROUGH MERCURY 
BRIDLINGTON FREE PRESS 


A.B.C. 28,355 


Covers agricultural districts and 
holiday Yorks 


NORMAN SMALE 


resorts of N.I 


92 Fleet St., E.C.4. CE Neral 8209 


Coronation 
Enlargements 
for display pu ses 
are available for 
AUTOTYPE 

Wustrated folder » 
price-lst free 
Brownlow Rd W 


EALing 09 


40 


Cinema chief says commercial TV 
must be less blatant in Britain 


If sponsored television is to 
succeed in this country, adver- 
tisers must be prepared to pay 
for a much higher quality of 
entertainment than is to be seen 
on American or Canadian tele- 
vision screens. 

This view is expressed by a 
man who, though he applied fo: 
a sponsored television channe! as 
far back as May of last year 
believes that the quality of 
American television is much lower 
than that of the B.B.C. and ‘s 
deteriorating yet further 

He is Jack Davis, managing 
director of Monseigneur News 
Theatre, British Newsreels, Ltd 
Associated Artcrafts, Ltd. and 
Cinema Signs Ltd 

Mr. Davis put on what he 
believes was the first cinema tele- 
vision show in the world when 
in February 1939, he showed the 
Boon-Danahar fight on a be 
screen at his Marble Arch cinema 

One of the difficulties of 
American television, says Mi: 
Davis, is that despite all the 
money available the supply of 
good entertainment is inadequate, 
increasingly necessitating the tele 
vising of films and cacerpts trom 

live shows.” At present these 
are just over 100 television sta 
tions in the U.S., but the problem 
will be much greater as licences 
are now being granted for a total 
of about 2,000 siations—-though 
some of them wil! be for educa 
tional programmes 

Just back from a four months 
tour of America and Canada, Mr 
Davis claims that his views as to 
the quality of the sponsored te 
vision there are endorsed by many 
American television officials 

Mr. Davis that spon 
sored television here would have 
to be much less blatant There 
has got to be more entertainment 
and less advertising,” he said 


believes 


The oddities of 


. 

parade in 
In July 1660, Charles U 
one of his dogs 

We must call upon you 
again.” he announced in the 
advertising columns of Mercurius 
Publicus “for a Black Dog, b 
tween a Greyhound = and 
Spaniel.” 

This, one of the first “Lost and 
Found” advertisements, is quoted 
by E. S. Turner in his Shocking 
History of Advertising, published 
this week The book explores 
the by-ways of advertising 
and is as much a study of social! 
history as a history of advertising 
practice 

The author tells of the 
early efforts of the 17th and 18 
centuries—when advertising 
the press was itself a novelty 
and with a sometimes 
sense of humour, deals with the 
efforts of the early large-scal 
advertisers 

Mr. Turner concludes: “The 
public at large little suspects the 


loet 
1oOs 


1 
lore 


ironic 


People expect too 
much... 
Advertisers Who buy time on 
ommer a) teievision, if comes, 
e going to find it very expen- 
sive Maurice Gorham. former 
vad of the B.B.C I clevision 
Service, warned a meeting of the 
press and public relations section 
of the National Union of 
Jourr alists 
“It costs at least Six tin 
O pro a show fort 
than fo ido, and a 
wil be saddied, too, 
higher production costs Com- 
mere radio 1s Very expen- 
gramophone pro 
grammes. I sometimes wonder .f 
audiences will be big enough to 
justify the enormous expense in- 
volved. Frankly, | think people 
are expecting too much of com- 
mercial television.” he added. 


$ more 
evision 
ertisers 
with far 


Juce 


sive with its 


. . 

So Hitler was an 

ad. man 
What Adolf Hitler doing 
in 1910” 

According to Alan Bullock 
Hitler-—-A Study in Tyranny 
(Odhams Press Ltd 25s.) 

I ind unlamented fuhrer 

the Third Reich was nor house- 
painting but eking out an exist 
ence as a commercial artist in 


was 


drew 


tisements 


posters and crude 
* for “Teddy 
ation Powder, Santa Claus 
coloured candles, or St. 
‘$s spire rising over a moun- 

soap 
himself later 
these as years of gr 
He lived in a home where, ac- 
cording to an associate, “only 
tramps, drunkards and = such 

time.” 


described 
at loneliness 


spent any 


advertising on 
new book 


extent to which advertising has 
been made ‘respectable’ in the last 
dozen years. There is much wrong 
with it stil ind always will be, 
so long as it remains a mirror of 
mankind; but the briefest glance 
at the files of the 
1930's w show what a tighten- 
there has been. News- 
between the wars were 

n occasion, by adver- 

ch to-day would be 

by others which wore 

face that the advertis- 

ind the news- 

agreed to renounce 


newspaper 


reasonable person 
it advertising is a 
necessa both in its imn- 
forma hk n tts persuasive 
rolls 1¢ doubts that it has 
use the physical 
History of Adver- 
shed by Michael 


Novemper 6, 1952 


Business Efficiency 


RECORD 
EXHIBITION 


New machines, new office 
methods and systems and tech- 
niques are on show at the Busi- 
ness Efficiency Exhibition which 
opened at Kelvin Hall, Glasgow, 
on Tuesday for ten days. 

This is believed to be the 
largest public exhibition of busi- 
ness equipment ever to be held 
outside London. The organisers 
are the Office Appliance and 
Business Equipment I rades Asso- 
ciation. 

The growing infiltration of 
mechanisation into the office is 
reflected in much of the equip 
ment displayed 

Addressograph-Multigraph Lid 
are showing a new punch card 
system addressing machine cap 
able of producing 6,000 names 
and addresses an hour. Power- 
Samas Accounting Machines Ltd. 
are displaying a high-speed sort- 
ing machine which can classify 
or group punch cards at 40,000 
an hour 

A copy controlled inking dup!i- 
cator similar to those used at this 
year's Olympic Games is on view 
at the stand of Ellams Duplicator 
Ltd. and automatic form feeding 
has been introduced to machines 
being shown by Addressing 
Machines Ltd 

A new facsimile photo-copying 
machine produced by Remington- 
Rand Ltd. duplicates _ letters, 
reports and printed material. The 
machine uses paper which is less 
sensitive than ordinary photo 
graphic paper, and can be 
handied in normal light condi 
tions climinating the need for 
dark room facilities, chemicals 
and i and drying 


washing 
apparatus 

Block & Anderson Ltd. are 
showing an electric calculator 
operating at 1,300 revolutions a 
minute, which they claim js the 
fastest in the world. 

One of the features of the ex- 
hibition is the film shows 
programmes, each different 
lasting for one and a half hours, 
are being shown each day 
Remington Rand have produced 
five films, varying in running time 
from 22 to 40 minutes. Colour 
films are also being shown for 
Burroughs Adding Machines Ltd 
and International Business 


Machines Ltd 


e SPORT e 
Golf 
— 

In the final of the Sir Emsley Cart 
Memoria Trophy at the 
Royal Mid-Surrey, Edward Elver 
ston (The Policy Holder) beat 
Douglas Machray (Daily Herald) by 
3 and 2 over 36 holes. Both players 
were 12 handicap 


Darts 


W. S. Crawford captained 
by Fred Folkerd, b Masius & 
Fergusson Lid.. led by Andrew 
Devine, at the Crown and Anchor 
Wine Office Court, 3-0. J. Sullivan 
and F Folkerd obtained he 
finishing doubles 
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EXPERIENCED SITE FINDERS 
For London and Provinces required by 
well-known Outdoor Advertising 
Organisation. Generous salary, excel- 
lent possibilities, and permanent 
positions to men able to produce good 
results. Commission and expenses paid 
Write giving full ~y to 
Box 


Advertiser's Weekly a Fleet St EC4 


VISUALISER. Intcresting and respon- 
sible position in Manchester for capabic 


creative agency man, who can express 
his idcas in up-to-date Myouts for 
national campaigns. including tcxtile 
pharmaceutical, food. drink and enter 


tainment accouns Good standard of 


presentation desirable. with thorough 
experience of artwork, typography and 
production Send | details of cx 
perience age and present salary. ctc 
to F. John Roe Limited, 20 St. Ann's 
Square anchesicr 2 or “phone 
BLAckfriars 9786 
apy ts TISEMENT PRODUCTION 
TANT wanted for olg estab 


eked agency, mainy for adaptation of 
ayoum, block instructions, ctc Apply 
stating experience, salary required 

Box 3105 Ad. Weekly 180 Ficet St BC4 


COPYWRITER 


required to prepare copy for folders 
circular letters and catalogues, cic 
relating to Gestetner products. Must 
be capable of writing clear and inter 


age 

sonnel Department, Gestetner Lid 
Tottenham, N.17 
be NG TYPOGRAPHER /LAYOUT.- 

MAN (Singic) required by famous 
Shefficld Mail Order House. He must 
be thoroughly conversant with cata- 
logue layout and capable of prepar 
ing pages for Printer. The right man 

who will eventually be expected t 
take ver responsibility for cataogue 
produ: m—can sure of a good 
salary This is a gfand opportunity 
for the man who is willing to “grow 
with a well<stablished ficm Picase 
send full details to 

Box 3101 Ad. Weekly 180 Fleet St EC4 


ALL-ROUND 
COMMERCIAL 
ARTISTS 


There are 

BIG 
OPPORTUNITIES 
SOUTH 
AFRICA 


plus good salaries and 
excellent prospects, 
with an expanding 
advertising house 


Candidates should supply 
details of experience and 
positions held within the last 
five years. No original testi- 
monials or artwork should 
accompany applications. 


41 


RATE \WPPOUNTMENTS VACANT, 3s. 64. per lime, 40). per display panel tach. 

| APPO! MENTS WANTED, 3s. per line, 35s. per panel inch. All other | 
chasss! =, @. on Ene, oe ee ee, See, 2 ta Rou No. | 
charg: « line plus 9d. covering postage, Series rates on application: a4 
advert. ats under seven ‘msertions MUST 3 PREPAID. Address: “Advertiser's 

ckly,” 180 Fleet Street, London, 4. CiHAgcery 8844 x. 15 | 

: APPOINTMENTS VACANT 
Situation Vacant: “The engagement of persons answering these advertise: most 
be made = «=-oagh a Local Office of the Ministry of Labour or a Scheduled f ocloyment 
Agency ve applicant ib 2 man aged 18-64 inclusive or * woman aged 18 
antess + of she, of the employment, is from the provities. of the 


quired by prominent 
He 


h = visualisers 


BOX 3133 ADVERTISER'S WEEKLY, 


GROUP CHIEF COPYWRITER 


London Agency, to collabora 
will 
ginating copy campaigns and working them < 


practical detail for a number of Natio: 

ivertisers. Experience of radio and televis 

counts an advantage Outline of experien 
age, salary required, etc. to: 


be responsible 1f 


180 {FLEET STREET, LONDON, EC 4 


ARTIST 


We need a man with a happy flow 
of selling :deas and an ability to put 
them on to paper in presentable 
layout form. He must have the 
acumen to grasp particular prob- 
fems inherent in individual accounts 
and work in conjunction with the 
Creative Director of medium-sized 
London Advertising Agency. 

Our staff know of this advertise- 
ment 

Please write in confidence (do not 
enclose giving 
of experience, 


specimens) par- 
accounts 
worked upon and salary required 
to 


ticulars 


Box 3057 
Advertiser's Weekly 186 Fleet $1 EC4 


Selected candidates will be in- 
terviewed in London. 


} 
Box 1094 
Advertiser's Weekly 180 Fleet St EC4 | 


WADKIN LIMITED, Woodworking 
Machinery Engincers. require young 
man aged 25-35 with all-round ex 
perience of bendiles publicity for an 
engineering product Mu able to 
produce layout and copy for technical 
journal advertisements design and 
write-up sales booklets and catalogues 
and personally handle the detail work 
in an advertising department Ability 
to edit House Journal an advantage 
This &% a4 permancnt post offering ex- 
cellent prospects, Slay weck, Pension 
Schem Give full details of age. ex- 
perien and salary required to Pub- 
licity Director, Wadkin Lid.. Green 
_ Lane Works, Leicester 


SIX SPACE SALESMEN required by 
*m commissiona! basis 


as beginning London and Birmine- 
ham Mee - or ring CTITy 2575 for 
appoin 


Box n109 Ad Weekly 180 Fleet St EC4 


LAYOUT ARTIST. First class oppor- DISPLAY ARTIST requir 
tunity sung man with Agency ex- posters, showcards and a)! | 
Perienc progress with London door and point-of-sa 
Agency Sick penmil roughs, thorough material in all printing pr 
know f agency routine Write national campaigns, Mus: | 
full det versatile artist with ideas an 
Box 309° Ad. Weekly 180 Fleet St BC4 date style. Send full details t 
only of experience, age 
salary, etc, to Roe Outi~ A dvertis 
ing Limited. 20 St. A Square 
Manchester, 2. 
VISUALISER GENERAL ARTIST fea [EEDS 
ully experienced and c: { pro 
ducing coughs to a high ard, to 
cum gether with finished art work for al 
classes of press and pr rtis 
ing. Lettering. still | nia 
figure work an assct. W y giv 
LAYOUT ing age, experience and quired 
to L. Pickersgill, Pickers: Publicity 
Service. Carlton Chambe eds 1 


IMPORTANT 
CREATIVE 
APPOINTMENT 


We have not given a specific 


title to the man We want, be 
cause frankly we d& know | |} 
it! He will be in effect a 
campaigns manager crea- 
tive accounts execu Our | | 


| 


*Phone your Classifieds 


contact men will be able to 
go to this man and discuss | | 
their requirements an 
isolated ad. or a lete 
campaign. Working and 
controlling the exis! copy | | 
and visualising staf! will | | 
produce the ad. or th me 
—and back it with a ort 
giving the reasoning nd | | 
the campaign cov: ae 
mecessary, such as; as 
dealer co-operation, nt oO: 
sale support, exter et 
distribution etc A nts 
are invited to send « of 
age, experience, sa re- 
quired, etc., to 

Advertiser's Weekly 188 Fiesi § £04 

EXECUTIVE required by ally 
known ad ina any 
Applications, giving full de s of a 
Derience with age ang sale red. 
should be made only by ac with 
wide knowledge « genera ence 
of poster sites im all pars he 
country 

Box 2583 Ad. Weekly 180 Flee: \: £04 


to CHA 8811 (Ex 25) 


ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS | 


INSIDE 
ASSISTANT 


& for_outside executive. Able 
to cope with clients, deal 
with day to day detail and 
handle some Production 
Salary €550-£600. 


GLOVERS ADVERTISING 
30 Bouverie Street, E.C.4 


UNUSUAL TUNITY in a 
tapidly expanding company manu- 
facturing a world patented product. 
a young man (24-25) wishing to make 

the publicity side of 

experience in 

Dut personality, mbi- 

tion more important WRITE fully. 

stating age, education and ecxpericnce 


to 
Box 3102 Ad. Weckly 180 Fleet St BC4 


OSBORNE - PEACOCK 


require a 


COPYWRITER 


For this job 
sound agency experience, 
particularly on feminine 
accounts, is essential. 
Write details in 


complete confidence to : 
The Creative Director 
O.P. 47 Cannon St., E.C4 


THOMAS SKINNER & ©0O., (Pub- 
eg Short 

— 

Gingle oF 


Production experience 
handle on her own initiative the 


JCTION.” We are looking for a 
married) who has 


mi 
Box 3054 Ad. Weekly 180 Pieet St BC4 


ASSISTANT DISPLAY 
DESIGNER 


(Either Sex) 

required by large London tech- 
nical publishing organisation for 
work on exhibition stands and 
display panels. Previous experi- 
ence in this field essential. 
Interesting and pensionable 
position. 

Full details of experience and 
salary to 


Box 3097 
Advertiser's Weekly 180 Fleet $1 EC4 


ADVERTISING AGENCY 


(Wet 
requires Production Assistant yout, 
Print, Blocks, cic. Write stating salary 


eS ar 
Ad. Weekly 180 Fleet St BC4 
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CORUCEERTEI CLASSIFIED ADVERTISEMENTS | ECUIIERZEI 


Situations Vacant: “The engagement persoms answering these adverthemeots mast AVERTING ASSISTANT = required 
| be made throcgh « Losi Omer of the Mishstry of Labour ur » scheduled Einploy ment oo a 
| | Amemcy Mf the applicant is a man aged 15-64 inclusive or a woman aged 18-59 inclusive ee St en ee ane 
anless be of she, of the employment, is excepted from the provisions of the cal publicity material ¢ » to eee 
RESEARCH NoScation of Vacancies Order 1982 aot _paasty masa reneting 10 Gee. 


vious agency simular experience pre 


APPOINTMENTS VACANT | ferred, Write siving full particulars of 
| 


91 Gresham House, E« 


SPECIAL REPRESENTATIVE 


SHORTAGE!! wellknown “olden abianed. urna 
PRITCHARD WOOD A CHALLENGE TO SALESMEN | __ iia Sal ectitachtSs “oint 


vacancy at 


We are looking f nan You'll probably agree that this is s an era of shortages 1 
woe Sere Believe us, one of the most acute is a shortage of really | Box 3122 Ad. Weekly 180 Fleet St BC4 
(or woman) who would good salesmen. We still have room for a youngish, likeable oe a eae Wea seumeed 
- | ‘y at ac tas aan ~ yrancnes 
qualify as No. 2 in our energetic, ambitious man who can s y s accustomed to throughout ties | fishes Must 
, dea! at Director level. and can eover, give our National | have experience of planning, developing 
Market Research depart Advertise lie ie om { { oh ang executing ginal selling disp!ays 
/ ertiser clients the service and advic hey a entitled and be a man combining artistic qual 
ment This is a pon to expect. He will work—and must reside il oan ym area ties with sound business approach and 
' . - f rt ne + enl | tganis ng thit ood salary for 
sible post and practical He must have had an Adve tthe ACKE wind n Display the right person. Apply in first ins'ance 
; and Exhibition or Agency or Print fields and if possible a giving details of previous experience 
experience in field survey good sales record What does this paragon get in return? age. salaty require waich will be 
: | treated im strict c nti 
work is essentia nclud The prospect of a permanent position and four-figure earn i Box 3120 Ad. Weekly 180 Fleet St BC4 
< . in y F “Ape n ‘ ssion b il 
ne the planning and gs on a sa ary, eXpenses, and comm 1 basis Full 
* details in strict confidence to Sales Director, 
Suaiaet “al wees | PRODUCTION 
caliee analsbias, LEON GOODMAN DISPLAYS LTD ||| waagaGeR 
vec 119 125 WHITFIELD STREET, LONDON, W.I | 
esulls 
for medium-size West 
"e \ te | t ‘ - oO f ¢ rienced 
Please write fully and in DIRECTOR of & growing advertsine | YOUNG ADVERTISEMENT REPRE slag anand santesietion 
nfider ar on ; agency fequites personal assistant a SENTATIVE required (not over 30) for 4 th ability to 
Conthdcence siating salary young man { good Jjucation, app ee 1 Nat 4 weekty. fn | y an with ability 
ance and pr nce ha oy ha had . at “ : B. a a aa | mt one Production w 
required to - , — . 7 cen specs ac smary Pp con be msidercd very comsideration 
equired round Advertising experienc ¢ I miss and «expenses Particulars of | oat be aieee pe “~ ion a ome 
successful appikxant will be requ J a” mgd exe me | | whe b ¥ they af ready for 
& Some personal contact dut Box 3 Ad. Week iT t greater responsibi ity Applications 
m first instance. « “a fu 4 | & c t c cat . 
H. C. CAFFIN in confidence, of asc, education, | TECHNICAL WME cre tA EK he 
experience and salary cxpected lb | Midlands - nica of _— _—_ a 
The Director . te for prepa ’ 
F. C. PRITCHARD, WOOD Bes SOSA’ Weekly 180 Fleet Si BC4 | Manuals: Permancat "cm SCOTT-TURNER 
and | meee we m tachi & ASSOCIATES LTD 
and s. supx 
PARTNERS LTD. PRODUCTION MEN secnen Please send | | | 17. @ DOVER ST., LONDON, wa 
{ past cxpericn to 
WANTED Box 1092 Ad Weekly 180 Ficet St BC4 | 
| 


25 SAVILE ROW, W.1 AMBITIOUS YOUNG MEN required as 


space-salcsmen in one of the Adver- 


tsemem Departments of well-known 
ALFRED BIRD Fleet Street group of periodical-publish 


~y anes. Previous experience not 


Both experienced and learners. Writ 
full details, age, salary. ch., ek 


HARWOOD PRESS (Advertising) LTD. 


z 


a NN, 6 RR erent 


A POST OFFERING excelent prospects 
of advancement is open to a man aged 43-49 West Street, Harrow & SONS LIMITED | essent Commencing salary £6-47 a 
about years in the Advertisement Telephone : Byron 3333, 3345 week, rising according to results ob- 
Depa { «» laree scrica of need a top grade PRODUCT j{ taincd. Particulars of age and busi- 
weekly s in the North of - ensigns i. a MANAGI n th vertising ness record, tw 
; England ious = experienc of — a ere =» Bigs = - - AGER ve ad - Box 3124 Ad. Weekly 180 Fleet St BC4 
= vonage I myn Pgs By, TR Midiands for {lustrating Manuals an and sales promotion department LAVOUT-VISUALISER. We require an 
willing . a — wy Spare Parts lists. Permanent emp © take charge of the advertising | D> - ney Trained = who 
Box 1100 Ad) Weekly 180 Fleet St BC4 a Gal diate asates. oom our products | Interesting position and good salary 
LEADING Malt ORDER COMPANY annuation scheme. ct P cane 7] . mh. " nfidene giving age. pre- 
pare. pen for SMARI A. NG fullest particulars of past exper « Ww Wal o hear from men | VIOUS CXD and salary requir red to 
um ned mn gx Quality and cxampics of work to : 
colour catalomue production This is a Box 3091 Ad. Weekly 180 Fleet St bC4 who have had good previous | | 
progressive position for a man of ideas } experience of marketing, adver- 
” ¢ soured using nds sules promotion, 
n-contributory it ) ’ f t 
; 5 fm J GENERAL ind wan o work with a | 
aw ails of cx progressive food manufacturing | 
expected 1 Mer reat | lao ~ 
| i Grattan Ware RETOUCHING ARTIST . us 0 Fleet St BCS 
i houses. Lid. Bradford Residence in the Birmingham | | 
ADVERTISING MANAGER Of Liver REQUIRED ; 
pool Company nationally known in own a Cam We are prepared Legget Nicholson & Partners Ltd. 
field requires young assistant with pro- o pay the nght salary for top 
Coal Pe ny we =a - — Excellent and permanent posi- stad nom ‘ ore looking for an experienced 
desirable and knowledge of print a tion for a man of experience to Repl he first instance to 
recommendation. Good opportunity to te a < 
extend kncetedes gad proecrem. ‘tase work on press advertisements, PERSONNEL MANAGER VISUALISER 
axe ion, full details of experi- posters, folders and other sales Devonshire Works, Birmingham 12 
ene and salary required to 
Box 106) Ad Weekly 180 Fleet St EC4 promotion materia! in Publicity LAYOUT AN 
Publish ACCOUNT JENECUTIVE, Experienced 
Studio of Big London Publishing ‘a 2 of all-round ability and 
’ 48 juired Send fu details 
PROD U cTio N eure Knowledge of figure { expericn “ge and present salary He must be versatile and have 
retouching essential Finished - to F. 5 7 Roe tmec, 4 “4 a lot of creative drive. He 
4 j : inc hes t é 0 DMONE 
We now want another good lettering an advantage. Pleasant BLAckfriars 978 must know what is happening 
- assistant capable of taking over studio conditions. 5-day week OPPORTUNITY an ambitious "per in Advertising Art today and 
: h ductio d f P Scheme. Write, givin Space Sell N sy oy these z seer. be able to apply these trends 
‘ the production side of a ension Sc » Biving ae mais salcedl ¢ ii. os aes to the basic selling problems 
number of accounts, He must | | | particulars of age, experience = ! of our clients. He will have a 
be accurate and fast. Wr r and salary required to torship w off , stimulating team to work with 
—— in th ns t nfid to and will receive a mfor 
phone for appointme i) Box Jit Box 3104 Ad Weekly 180 Fleet St BC4 en ily bo Ann De one 
Managing Director, Advertiser's Weekly 180 Fleet St EC4 ADVERTISING MANAGER OR y for his efforts etaile 
MANAGERESS required by Yorksh applications, without speci- 
Jepartm s 
y mens pl 3 r - 
TIBBENHAM™ ADVERTISEMENT | SPACE | SALES | senta ens please, to the Art Direc 
AN, Required for established mestia | f kK 1 tor, Legget Nicholson & 
% PUBLICITY LIMITED ie all parts of Great Britain. Ex- | , Partners Ltd., 123 New Bond 
. jence essentia t salary plus m a q ot ~ 4d fu 
244 HIGH HOLBORN - LONDON - w CI a. sad exseenm Phone AMB | f ‘ ation, training and Street, W.1 
"Phone: Holborn 8074 1491. of send full details etperience, ¢ 
Box 3087 Ad. Weekly 1580 ti leet St ECs Box 3033 Ad. Weekly 180 Fleet St BC4 
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NovemMBER 6, 1952 


APPOINTMENTS VACANT 


require a 
COPYWRITER- 
VISUALISER 


Good opportunity for man 
with Agency experience of 
writing for both national and 
technical accounts. Ability to 
draft rough visuals an ad- 
vantage, but experience of 
writing and planning complete 
schemes is most essential. 
Please write in first instance 
stating age, details of experi- 
ence and salary required, to: 


GODBOLDS LIMITED 
GENERAL BUILDINGS - ALDWYCH - W.C.2 


PUBLISHERS of industrial publications 
require immediately advertisement re- 
presentatives for Southern Counties. 
Attractive proposition for good salc- 
men; full backing Provincial repre- 
sentatives also requiced carly date 


Box 3110 Ad. Weekly 180 Picet St BC4 
ADVERTISEMENT DEPART- 
MENT of a icading Publishing Com- 
pany requires a production clerk (age 
23-26), capable of dealing with block 
makers, printers and keeping sock 
records He should have previous ex- 
Perience of the printing tade 
opportunity for ad- 
vancemem for the cight man. Write 
giving particulars of past experience to 
Box 3093 Ad. Weekly 180 Ficet St BC4 
LAYOUT ARTIST required to join 
creative team in this progressive agency. 
Applicants must have agemy experience 
and should be capabie of producing 
alick roughs for presentation to client, 
Crane Publiony Lid., Quality House, 
Quality Court, Chancery Lane, W.C.2 
Tel Neen $28 
EXPERIENCED ADVERTISEMENT 
REPRESENT ATIVE cequired for suc- 
cessful publications. To a suitabic 
applicant we are prepared to guarantee 
up to £1,000 per year with increasing 
prospects according tw volume of busi 
ness achieved Replics which should 
state age and full past record will be 
— with in confidence. Apply 
+ Reginald Harris Publications 
tid. Stanhope Row, Mayfax, W.1 


A large Industrial Organisation is 
ooking for a 


JOURNALIST 


(under 30) specialising in Public 
Relations work. Candidates are ex- 
pected (© possess, in addition wo 
norma! all-round newspaper and 
magazine cxpcrieme. writing ability 
of high calibre, energy, zeal and 
determination This is no post for a 
superficial opportunist—or a casual 
drifter Experience of Industrial 
assignments and of works relations a 
decided advantage. Salary and terms 
by arrangemem. Apply in confidence. 
(NO specimens please) to 


Box 3122 
Advertiser's Weekly 180 Fleet St EC4 


KEEN YOUNG REPRESENTATIVE cec- 


quired on advertisement staff of the 


General Manager, 180 Fieet Sweet, 
EC4. (Please do not call or phone.) 


A LONDON AGENCY has an opening 


for an efficient young Layout Man with 
Agency experience Must have sound 
knowledge of typography Write stat- 
ing qualifications and salary required 
to Box G.A.809. 4/7 Salisbury Court, 


JUNIOR PRODUCTION CLERK re 


quired Knowledge of Typesetting and 
Process work desirable, but not essen- 
tial Applications stating salary re 
quired C. BL. OB Rumble Crowther 
& Nicholas Lid, 184 Strand, W.( 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


mn NIOR Cady) apes for City Pub- 


Office 
Da R cracite & ao ids 
_Sa EC 


S8Cat amy —— for Advertinament 
nowledge of cow 


_~ * and awe layout. Full Pm 
to 
Box } Ad. Weekly 180 Fieet St BC4 


PROCES ENGRAVING. Traveller re- 
2% — progressive firm. 


‘App | Engraving Lid., Sa, 
~~ “cry pit EC Terminus 
O80< 


= RCIAL ARTIST required imme- 

conversant with black and 

 - product -m work. Good sense 
of desen essenti 

Box jl) Ad Weekly 180 Fleet St BCS 


LAYOUT MAN 
required by the 


DAILY MIRROR 


The publicity department cf 
the Daily Mirror is looking 
for a layout man with 
imagination. He must be a 
good figure man and a sound 
knowledge of production and 
typography is essential. The 
appointment carries good 
prospects and the salary will 
be commensurate with experi- 
ence. Apply in writing to 
Publicity Manager, Daily 
Mirror. Fetter Lane, London, 
EC4 


VIESUALISER—West End Agency need 
a very good “second” man. able wo 
organise with a flat pencil. That is Lend 

be will have to make 

sentable roughs of fairly detailed semi- 

technica! materiai—but quickly. Good 

working conditions in a friendly team 

Write first. giving a short account of 

your cxperience and salary wanted 

‘A high figure will sot impress us) 

Our staff know about this advertise- 


ment. 
Box 3134 Ad. Weekly 180 Pleet St BC4 


APPOINTMENTS WANTED 


COPYWRITER with three years in ad- 
vertiat ne secks yaad experience 
with eo aa agence 
Box 3080 Ad. Weekly 180 Pleet St BC4 


SHOR ASDTYPISTS, Private Sette. 


(WHitehall "$92 4). 
efficient personne! 
ARTIST LAYOUT, finished drawing. 
etc., and wife, copy. secretarial, etc., 


We specialise in 


‘ agency. 
Box 3125 Ad. Weekly 180 Fleet St BC4 


LONDON PUBLICITY MANAGER 


4). presem position 6 years, secks 
si.vuation demanding experience, taste 
and all-round ability. Agency-trained 
seasoned copywriter, 
planner wide 
Lives near Slow 
£900 


resem salary 


Box 3118 
Advertiser's Weekly 180 Fleet 61 EC4 


“LIVE,” keen man. 35, sound knowledge 
of principles and exceptional aptitude 
for visualising and copywriting, desires 
to cevote all his creative ability to the 
career of Advertising, and to train up 
for a feaponsibic qredact ion-liaison 
post wih National agenc 
Box 3116 Ad. Weekly 180 Fleet St BC4 

LADY secks post as lettcring artist. Two 
years experience in icading agency 
Must be in region of Cay 
Box 3113 Ad. Weekly 180 Flee: St BC4 


APPOINTMENTS WANTED 


Technical 

* KNOW - HOW ” 
is one thing — 
EXPERIENCE 

is another 


My specimens will show you my 
abilities in the former and an 
interview will convince you of 
the benefits of the latter 


Fourteen eventful years, pro- 
gressing from factory floor to 
sales‘advertising management 
have already brought the reward 
of £1,500 p.a., but trade restric- 
tions make it necessary for me to 
find a new post. Advertisers 
and Agents are invited to write 
for fuller details to 


Box JI) 
Advertiser's Weekly 180 Fieet 6 ECS 


YOUNG ACCOUNTS EXECt vive de- 
sires change of cnvir ~und 


agency backgrou Crea P aa 
tion and traffic experen Abe wo 
inspire copywriters and artists DAA 
a and am Utterly 


emt and ecliablc rie at 
Box mais Ad. Weekly 180 Fleet Si BC4 


ACCOMMODA 


STUDIO TO LET off Knighwbridge. tet 
ed 23 ft = 14 ft. 3§ large windows 
ater. phone, —. 
Please phone SLO 285 
To LET near Charing Crow. first floor 
modern building. One rom 95 sq 
ft., 140 sq. ft. of shared general — 
and also shared reception £250 
jusive. 


Box 3126 Ad. Weekly 180 Fleet St BCS 


COURSES 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


DIRECTOR required to join well —_ 
lmhed National Advertising 
vith a good connection for a 
publicity Salary ‘rom £1,000 a year 
and profi rising with turnover. Capi- 
tal required £2.000-43,000. Must be a 
man with drive and personality. Ex- 
cellent opportunity for the right man. 
Box 3069 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
Photo-litho process plant ) 
CARILLON PRESS LTD. 

Fine Colour Pristem, Bournemouth 
Telephoac: Boscombe 4835 
London Office: 98-100 Fleet S%t., E.C.4 
Paone: CENtral 1740 


with «a London Asvertaing 
Agency Reply in confidence 
Box 3068 Ad Weekly 180 Pieet ‘Se ECs 


ADVERTISER INTERESTED IN 
PURCHASING SHARE OF 
SMALL REOQOGNISED ADVER- 
TISING AGENCY. REFERENCES 
EXCHANGED. 


Box N19 
Advertiser's Weekly 180 Fleet 6: ECE 


LONDON AGENCY (West Central) 
offers light studio wih all services to 
two front rank Commercaal Artsy on 
very favourable terms, 

Box 3039 Ad. Weckly 180 Pieet S BCs 


SALES AND WANTS 


A LEDGER POSTING Machine. Bur- 
roughs National or Remington. 
Jasco Lid., 246 Bethnal Green 
London, E.2 te 9434. 


ADDRESSOGRAPH FRAMES “3B” 
Index for sale 45s. 1,000, also Cabinets 
M.S.S. 49 Tattenham Grove, Epsom. 

WANTED. Rotary Press Gapable of 32 
pages Broadsbect o; 64 Tabloid, with 
two folders, cut off at least 244 In 
Immediate delivery not necessary. Re 
~y with full details to 

3072 Ad. Weekly 180 Fleet St BC4 


SPECIAL ANNOUNCEMENTS 


See October 30 issue of Adver- 
tiser’s Weekly, pages 272 and 273 
for the Advertising Services 
& Supplies Section. November 
27 will be the next issue con- 
taining these Services. 


comprehensive and up-to-date 


INTERESTING CAREERS 
IN ADVERTISING 


Practical and success!.' »/vcrtising men of wide experience have prepared the 
home study courses offered 

Schools Candidaces for the examinations of the A.A. and the 

LLP.A. are coached unt! successful. There are also non-examination courses for 

those who wish to obtas )ound instruction in all aspects of modern advertising 


RECENT LC.S. SUCCESSES 
$3 1.C.S. Scudents were successful in the 1952 examinations. 
AA. 52. .ES. Students were successful in the 1951 examinations. 
EXAMS nics 


Stuceots hewe gained the Diploma of the Advertising Associa- 
tion in the lost three years. 


in the Dr ber 195! g 


were | C5 Students 


LLP.A. 20% of the successful did 
EXAMS 


What others have dons». «an do! Fees are moderate and include all books 
required. bey ey y 5 operty—an invaluable reference library. Send for 
free 24-page booklet “Advertsing.” 


GENEROUS DISCOUNT TO HM. FORCES 


INTERNATIONAL CORRESPONDENCE SCHOOLS LTD 
DEPT. 2s, 7) KINGSWAY, LONDON, W.C.2 


‘Phone your Classifieds to CHA 8814 (Ex 25) 
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ADVERTISER'S WEEKLY THURSDAY, NovemBer 6, 1952 


Advertiser's 
rec Weekly | Ee 


55/- (overseas) 


STOP PRESS 


RAYON AD. 
CAMPAIGN 


Theme of ad. campaign for rayon 
will be “Its rayon this year.” Trade 


BULK CONTAINER MARKING 


: tion of wholesalers, on Bane and 
retailers starts this month. Leaflets 

VAN MARKING inviting stores to run intensive sales 
. drives will follow. New section of 

i ¥e j yh) | = . | Federation set up to contact retail 
\ ' | JOHN EVERYMAN RETAILER store one?! ae ok + 
PRODUCT MARKING == co-operation rom 


"7 a 


NEWSPRINT IMPORTS 


Se ages tp oe 


will be made necessary by applica- 
tion of Government's general policy 
of restricting i s from Europe 


In every section of your business... Gon af qonupeiat Maquets wl ant 


TRAPINEX PAINT TRANSFERS | sitcrcrittiny Sten‘ 


Likely" that imports of paip_ from 
make your mark with distinction Scandinavia vill not ‘be wubject ta 


CAMPAIGN NEWS 


Derricks have been a 
& Co. 


that is why leading manufacturers in every industry have 


adopted Trapinex Paint Transfers whenever it is desired to 


mark or publicise their products. They appreciate their 


distinctive and lasting quality, also their simplicity of 


application by unskilled labour. aikemrstinnieiian 
NEW PERFUME 


| ? Norman Hartnell Ltd. entering 
a A | NN F »4 sale = ae rar 
sale next week (8s. 6d. upwards). 

Display material distributed to 1re- 


CORONATION qiauion,_Acents not yet appolnted. 
ical dnigns in colew TRAPINEX LTD, 100 COMMERCE HOUSE Kenneriey Edwards es 


pected to follow. 


for ho F 
y shop windows nd 
inside display at aie HIGH RD, wooD GREEN, LONDON N22 


from stock. Send for leaflet 


| a Club expects to move 
Manufacturers requirements Telephone : Bowes Park 6811 3 | into at Chesterfield 
for souvenirs etc. can also | Hall, "Ma air, early in January. 
be supplied Grams : Trapinex, Wood, London, Cables : Trapinex, London | 


Doig A ae ne 
appointed f. 
ducts Ltd. 


(Phone: C! eee. 
}: Chancery ) 


Published by the Proprietors, BUSINESS PUBLICATIONS, Lrd., at their office at 180, Fleet Street, London, E.C.4 
November «, 1952. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, 
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